c. E. BICKFORD AND Co. COFFEE BROKERS and AGENTS 
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Now Juan Valdez goes on TV in 10 major U.S. markets. 


Use 
t 


* 2 Million-dollar Colombian Coffee campaign to be seen in | 
cia New York, Chicago, San Francisco, Los Angeles, Pittsburgh, 
‘ Philadelphia, Detroit, Boston, Washington, and Cleveland. 


LOOK WHOS 
BAGGING EXTRA 
COFFEE 
PROMTS 


Theyre keeping quality up and costs down- 
by pregrinding and prepackaging in 
bags lined with PLIOFI LM 


It's going big with the biggest chains — this modern method, of coffee 
merchandising. Coffee is preground and prepackaged for airtight flavor 
<u protection in PLIOFILM lined bags. 


Good coffee stays good in Result: In-the-store grinding is out, and so are the wasted ‘space, the 


machine maintenance cost and the spillage. And there's no itn, 


a e nomical way to keep coffee fresh. Get the complete story from ur 
Goodyear Packaging Engineer, or write: Goodyear, Packaging Films Dept. 
U-6433, Akron 16, Ohio. Remember, lots of good things come from Goodyear. 

BY 


Pliofilm, a rubber hydrochloride—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 


SEPTEMBER, 1960 


GOOD*YEAR = 
} 
4 
DAS 
\ 
: 


~. 


WIM 


IMPORT BUY:DRINK: 


— 


«S 


peas 


ZZ 


Ve 


N 
NE 


Y 
| THUR | 
Y 
! 
| Mi York, N. Y. 
2 COFFEE & TEA INDUSTRIES ana The Flavor Field 


INDO 


FORMERLY THe SPeice - YEAR 


SEPTEMBER, 1960 VOL. 83, No. ? 
THE EDITOR'S PAGE 


SPECIAL FEATURE: 
"financing your vending operation’ 


"the vending machine—1960 style” 


TEA'S FUTURE: 


P. C. Irwin, Jr. comments on, ‘The Outlook for Tea” 


MARKETING: 


“coffee and tea sales in the supermarket’ 


PRODUCING COUNTRIES: 


‘a report on Colombia's research facilities at Chinchina’’ 


BARRISTER'S BREW: 


"Coffee and Tea Industries’ new legal feature’ 


THE COFFEEMAN'S BALANCE SHEET: 


"a review of recent notes of interest to the coffee trade’ 


MERCHANDISING: 


"Salada makes friends and helps sales with tea-tags' 


SHIP SAILINGS: 


"a summary of inward-bound sailings of coffee and tea berths” 


TEA PICKINGS: 


"a review of recent notes of interest to the tea trade" 


NEWS FROM KEY CITIES: 


“trade doings around the country" 


STAFF: 


Publisher, E. F. Simmons; Execu- 
tive Editor, John J. Decker; Ad- 
vertising Manager, Robert L. 
Eppelein; Business Manager, E. 
Redmond; Circulation Manager, 
E. Delgado. 83rd Year 


AREA REPRESENTATIVES: 
New Orleans — W. McKennon, 73! Dumaine St.; West Coast — Warren Kludt, 301 
Second St., San Francisco 7; Midwest — Ro bert J. Scott, 5403 Berenice Ave., 
Chicago 4t; Mexico City — ‘Douglas Grahame, Apartado 269; Rio de Janeiro — 
= Sampaio Filho, Rua Quitando 191; Santos — Tullio Catunda, Praca Maua, 


SUBSCRIPTION PRICES: 
$5.00 per year, U. S. A.; $5.50, Conede: $6.00, Sontee . Published monthly. 
Copyright 1960 by The Spice Mill Publishing Co., Inc., 106 Water Street, New 
York 5, N. Y., WHitehall 4-8733. 


“THE PIONEER PUBLICATION IN THE COFFEE, TEA AND SPICE FIELD" 
SEPTEMBER, 1960 


142, 242,3,5 &10 
gal. capacity. 
Prices start at $79 


CECILWARE- 


coffee 
carriers 
with 30% more 


heat retention 


Specia! fiber glass insulation does 
the trick so you can be sure the brew 
~ is always piping hot, on the spot. 

. and when you need coffee in_ 
really large quantities, use Cecilware 
carriers with our super-capacity 
urns. Gas or steam, urn prices start * 


CECILWARE 


60 Gallon 


SUPER CAPACITY 
URNS 


See your dealer now. Write 
for our new Bulletin #60. 


CECILWARE-COMMODORE 
43-05 20th Avenue » Long Island City 5, N. Y, 
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VOR E 
THAN EVER 


IN CHICAGO 

B. F. Gump Co. 
1325 S$. Cicero Avenue 
Chicago 50, Illinois 


Extending Your 
Automatic Control 
System Can Cut Your 
Costs And Increase 
Your Profits 


For your plant—for every plant — 
there is an ideal degree of automation 
at which you achieve — 


e peak efficiency 

e peak economy 

peak quality 

e peak profits 

Burns automatic controls can be in- 
stalled to regulate your entire pro- 
duction from green coffee dumping 
to final packaging — OR — Burns can give you the best in automatic control of 
any part of your processing. 

Most IMPORTANT of all, Burns engineers have the ‘‘know-how”’ to determine 
the exact degree of automation which will bring your particular operation to a 
peak in all respects. 

Why not call BURNS today for a professional survey of your automatic control 
requirements? There is no cost or obligation — just call or write. 


| | 


INC. 


AND SONS, 


NEW YORK CHICAGO 


DALLAS SAN FRANCISCO a 


Tempo-Vane Mfg. Co. 
330 First Street 
600 WEST 43rd STREET « NEW YORK 36. WN. Y. San Francisco 5, Cal. 
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Let’s Face Facts 


As the fall selling season approaches it 
might be well to assess the overall trend of 
business in our industry. The initial impres- 
sion one might gain in talking to some spokes- 
men, importer, roaster, and packer alike, is 
that business has been, well, not quite as good 
as they would like. Many ery in their beer 
and maintain that the old days were better. 
Others, assuming a calmer outlook, speak of 
things picking up this fall. It’s almost as 
though some of them seem guilty about the 
prolonged boom in American business and 
the continued period of plenty in the nation’s 
home lite. 

But in all this talk there is little attention 
being paid to the real bellwethers on the 
health of our tight little trade. Let’s look 
at some of these signposts. Take, for in- 
stance, the fact that green coffee imports 
into the United States may well reach an all 
time high by the time final figures are in 
at year’s end. Through May of this year 
the U. S. Department of Commerce figures 
total imports of green cottee, in 60-kilo bags, 
at &801,247. This compares with a figure 
of 23,261,000 bags for the whole of 1959, 
and a total of seven months are still unae- 
counted for i 1960, Consider too, the recent 
ly issued figures of the United States Foreign 
Agriculture Service pointing up the increas- 
Ing consumption of coffee in areas not here- 
tofore considered traditional markets. 

Coffee roastings in the United States, ac- 
cording to Paton, have risen 2.2 percent over 
the comparable January-August period last 
year, cumulative totals amounting to 14,275,- 
OOO bags. Records have also been achieved 
in roastings for solubles, an indication of the 


increasing consumer and military demand 
for this product. And, much of this demand 
has been sparked by product improvement 
which had not been thought of several years 
back. All of this growing market has been 
nurtured by the healthy increase in advertis- 
ing, both on television, and in print. $42- 
million is the figure most often quoted in 
assessing the amount coffee roasters spent 
to publicize their end-product last year. 1960 
may well see new and impressive records set 
in this direction. 

Vending machines come in for their just 
share of praise in the scheme of things. Con- 
sumer consumption of coffee through this 
type outlet amounted to a total of 1,866-mil- 
lion cups. The units in use, and the coffee 
consumed, may be expected to increase sub- 
stantially in the mechanical future envisaged 
for the consuming public. 

Tea consumption in the United States will 
reach a new record high this year. That is 
the studied estimate of Robert Smallwood, 
chairman, Tea Council of the U.S. A. With 
the continuing impact of upgraded consumer 
consumption, and the “fast moving pace” of 
instants, 1960 could go down as the most 
impressive year to date in the history of the 
tea trade. Members of the fraternity, in con- 
vention assembled next month, will hear more 
about this factor as tea enters the threshold 
of a new era in both sales, and importance 
ase a world commodity. 

Wee submit that it’s high time we adandon- 
ed the crying towel and the wailing wall and 
faced up to the dynamic potentials of our 
mndustry. 


EDITOR 
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now 
Butter- ut: 
the 
world finest 
instant 
coffe 
Packed 
in the 
world’ smartest 
container 


a 


The shape of the poe IS a trademark 
of Paxton and Gallagher Co., Omaha, Neb. 


°1960, Butter-Nut Foods Co., A Division of Paxton and Gallagher Co. 
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Interested in financing or leasing Vending Machines? 


Here are the problems, and solutions . . . 


financing your vending operation 


By JOHN A. HOPSON, President 


Vending 


What is your goal in vending today? Are you a supplier 
of products, such as tea, coffee, concentrates, syrups or other 
edibles? Are you a manufacturer of equipment that dis- 
penses products automatically? Or are you an operator who 
uses both product and equipment? No matter which of 
these classifications fits you—your problems are all similar. 
Sales, more sales, use, more use, distribution, ways to obtain 
maximum distribution and use of your product or services. 

What methods are open to you? Selling and distribution 
ideas is a subject entirely by itself and one that millions 
of words have been written and spoken on, so I'll not add 
to the pile of wisdom—but instead will take one phase 
“Paying for the Product, Equipment, or Service.’ Actually, 
a sale is never completed until the bill is paid. Sound un- 
likely? Doubt it. Maybe the sales order was signed and 
delivered, but the sale hasn't really stuck until the final 
payment has been made. So, to make any sale stick, a way 
to pay for it must be developed in the presentation. 

Up until a few years ago all sales had to be either for 
cash, 30 days, 90 days open or up to a maximum of 24 


According to Vend Mag- 
azine's census of the 
vending industry total 
coffee machine sales 
amounted to 1,866,000,- 


Industries, Ine. 


months on conditional sales contracts. Today that is not 
true. Terms now run up to a maximum of 48 months on 
conditional sales contracts or 60 months on leases for 
equipment. 

As vending as an industry grew, statistics became avail- 
able and proved that short term financing or payments were 
extremely costly in preventing many users of a product or 
service from expanding, or increasing their outlets. In 
other words, they were restricted to only volume type loca- 
tions or sales outlets. 

We are all aware that these types of customers or loca- 
tions are in the minority, and our future lies not with this 
select group, but the majority. Growth of any industry can 
only be developed by making the product available eco- 
nomically to more users. How do we go about this? What 
are the methods open to us? Since we are by necessity 
confining ourselves in this article to ‘paying for things,” 
let's concentrate on that phase and develop it. 

What's your goal in vending today? Would you like to 
have 40% more equipment this year or 40% more dollars 

(Continued on page 10) 


000 drinks in 1959. The 
figure represents a sub- 
stantial gain over the |,- 
531,000,000 drinks sold 
in 1958. Even the indus- 


trial recession of 1957- 
1958 failed to slow down 
the continuing expansion 
of coffee vending. The 
dollar amount of vended 
coffee is growing at an 


even more rapid pace. 
During 1959, the census 
indicated that new ma- 
chines moving into the 
market were about even- 
ly divided between fresh- 
brew and dry soluble, 
with single-cup auto - 
matics making increasing 
headway. 
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proof: These 


profits by stretching 


been serving Iced 
Tea right through the 
winter for several years 
now; and believe me it’s 
wonderful business when 
you can sell several thou- 
sand glasses of Iced Tea 
every week of every winter- 
time month! In fact, 20% 
less than our heavy peak 
summer sales.”’ 


George H. Westermeyer, 
Jr., Manager 

Slater System Cafeteria 
Bendix Radio Corporation 
Towson, Maryland 
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easy, extra 


restaurateurs made extra 


the Iced Tea season! 


“In 1958 for the first time, 
we decided to try ‘stretch- 
ing the Iced Tea Season’ 
right through the fall— 
even into the winter if pos- 
sible. The fine profitable 
sales results we achieved, 
all the way into December, 
are attested to by the fact 
that we definitely plan on 
doing this every year.” 


Charles J. Linton, Pres. 
Linton’s Restaurants 
1310 Wallace Street 
Philadelphia 23, 
Pennsylvania 


“Serving and promoting 
Iced Tea all year round is 
not a new idea for our com- 
pany. We’ve been doing it 
for years. Even in the 
coldest weather—and it 
gets down below freezing 
during the winter in Nor- 
folk—we’ve found that 
people will drink a lot of 
Iced Tea. This has meant 
substantial extra profits.” 


Linwood Burroughs 
Burrough’s Restaurant 
4119 Granby Street 
Norfolk, Virginia 


Extending the season of a top profit-maker like Iced 
Tea (85% gross margin per 10¢ glass) is just about the 
easiest way to increase your beverage profits. 

And it works! Test campaigns in the last 2 years 
have shown that restaurants can hold more than 50% 
of their Iced Tea business past the normal cut-off date. 

It’s just good business to give the idea a fair trial. 
So how about you? This fall, stretch your Iced Tea 
Season ...and see if you don’t pick up some easy 


extra profiis, too! 


tea council 


of the U.S.A., Inc 


16 East 56th St. - New York 22, N.Y. 
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vending machine financing 


(Continud from page 7) 


—by not paying out any more dollars than you are now 
doing? 

If so, this can be done by doing one thing in your oper- 
ation that you have not done before. And that is to con- 
sider the possibilities of long-term financing or leasing. 

Which is better for you as an operator—to pay cash- 
finance on short terms—on long terms—or lease? There is 
no such thing as ‘Better or Worse.” To say pay cash may 
be better—to say finance may be better—to say lease may 
be better—would be untruths—without knowing the full 
problem. These are theoretical or relative statements—what 
might be good under one set of circumstances could be com- 
pletely prohibitive under another or different set of circum- 
stances. 

Debt Financing—or Conditional Financing—or Borrowed 
Financing—today is not new—it has always been popular 
to use the other fellow’s money—especially when you are 
short of dollars yourself. Our own government has been 
operating this way for years. All economists may not agree 
with the effect or costs of such financing but most will agree 
that the growth of our country’s total output and national 
income, plus technical advances, could only have come about 
in a country which has a free economic system. It takes 
money to make money. 

Long-term financing or leasing are not new discoveries. 
But their application to the automatic merchandising in- 
dustry might be considered a “new concept’ or application 
of proven methods used by other industries. 

For example, the airlines today are purchasing the air- 
craft but leasing the engines because they could not afford 
to build up their fleet by acquiring equity in both the air- 
plane and the engine. The plane is necessary to carry the 
passengers. It is the use of the engine which gets the 
passengers to their destination. So for use, they lease. 

The hotel industry, for example, has found that by leas- 
ing beds, furniture and carpets, as opposed to owning them, 
they have increased the amount of dollars which they have 
had available for other uses during the year. 

I. B. M., with its lease plan, always offered this program 
and feature. Car rentals, truck rentals, tire rentals, tele- 
vision rentals, office equipment rentals—all have been de- 
veloped and proven to be successful ways of increasing the 
amount of dollars which you have available in your business. 

So, the thought pattern in our thinking, as concerns auto- 
matic merchandising equipment, needs to bz altered and 


Fifteen Short Years... 


It seems almost unbelievable to consider that back in 
1945 buying a cup of coffee from a vending machine was 
an impossibility. Nor is it fair to suppose that many of 
the machines placed on the market in the immediate 
postwar years completely fit the bill insofar as automation 
was concerned. Nowaday's, however, the extraordinar) 
growth of this still-young industry is attracting more 
and more investment capital. It’s safe to assume, there- 
fore, that, “we ain't seen nothing yet’ in the field of 
automatic vending. And, both coffee and tea stand to 
gain as the trend to more flexible equipment and bette 
quality becomes the norm. 


adjusted to accept this “‘new concept’’ and its application to 
our particular operation or selling method. It means, in 
short, changing direction from the ownership and equity 
concept to the use concept. 

Let’s analyse automatic merchandising quipment. Actu- 
ally, what do you get from having a ma ..1e on location— 
“Sales ?"’—Yes. “Income?”’—yYes. “Equity?”—Yes. “Use?” 
Definitely Yes. A vending machine is merely the means to 
an end, The person who buys the products from this equip- 
ment—the consumer—is not buying the machine when he 
selects his product—he is buying the merchandise. 

Actually you are, as you say—automatic merchandising 
merchants—the machine is the outlet—the space—the area 
to use—or the shelf which carries the merchandise that you 
sell to make the money on the sale of this product. I think 
we will all agree that the product certainly does not increase 
in value as long as it stays in the machine—the machine 
does not increase in value as long as it stays on the location 
—the location, which both the machine and the product are 
utilizing, could and probably does, increase in value. If 
equipment increased in value then certainly ownership and 
equity would be important factors to consider, So, by own- 
ing you could be paying for use at a higher rate than the 
use of this machine, through the sale of the products vended, 
returns in dollars to your business in the limited time al- 
lowed through short-term financing. 

Following this theory—we would have to conclude that 
leasing is better—but is it? What do you really want to 
accomplish in your business ? 

Do you need capital—-NOW!—to take advantage of 
certain competitive situations? Then finance—lease—borrow 

beg—or raise funds through whatever methods are avail- 
able to you. It may be that you have gotten into this dollar- 
short situation because of over extension and your eagerness 
to grow at a faster than safe economical rate. So, you are 
in trouble. All your ‘cash flow’ that comes into your busi- 
ness or a greater percentage is going out in payments for 
equipment and supplies. You are unable to retain dollars 
for other uses in your business. 

Money is not unlike equipment—houses—cars—merchan- 
dise. It is a commodity—and like any other commodity it 
has its price. There is “Cheap” money and there 1s 
“Expensive’’ money. I don't mean cheap money interest- 
rate wise—6% simple could be a lot more expensive to 
you than 6% add on. Let’s take some examples. 

If you are now paying, on two-year financing, $135 a 
month in payments, at 6, you could over four years, at 
6, reduce your payments by $80 per month, thereby in- 
creasing the number of dollars which you have available in 
your business each month by 406. What does this mean 
in equipment? Let us assume that you contemplate pur- 
chasing 100 machines. Under a long term plan of financing 
you could purchase 140 machines for the same amount of 
dollars spent per month as the 100 machines would cost 
you, on short term financing. So it can be worked either to 
increase the amount of dollars in your business or to help 
you increase the number of machines which you want to 
place on location. 

Take one simple machine, Let's say it costs $500. On two 
years your payments are $23 per month. On four years they 
would be $13.11 per month. You have a choice now 
whether to reduce your monthly payments by extending the 
terms or by increasing the number of machines you want 
and paying the two year rate. So you have a choice of 

(Continued on page 18) 
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TODAY, 
SUPERMARKETS WANT 


And now tough, extra-protective liners of new Du Pont ''K’” 


cellophane keep pre-ground coffee 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’ll want to stock more 
of your coffee. 


Why “K”’ cellophane-lined bags? Be- 
cause new “‘K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshness and flavor people 
want. “K”’ cellophane is tough. Tests 
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prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new “‘K”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
“K” cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


KEPT 
FRESH IN 


REG U.S pat OFF 
BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 


really fresh 


FOR J = 


_ YOU R 
COFFEE 


YOURS FREE! 
4-Page Booklet, “A New 
Bag Liner for Coffee” 


E. I. du Pont de Nemours & Co. (Inc.) 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 

Please send me my free copy of Du Pont’s 
booklet, “*“A New Bag Liner for Coffee.” 


Name 


Firm 


Street 


City 


State 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 


coffee the nation’s favorite beverage naturally 


do not all like the same blend or brand. Yet, 


one country, Brazil, continues year after year 


to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 


range of consumer tastes than any other cof- 


fee. Coffee experts and the general public 


agree on the eminence of their rich body, full 
flavor and aroma. The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 
campaign for 
heartier coffee 


and The Flavor Field 
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BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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RUDD-MELIKIAN'S newly developed ‘'Brew-A- 
Cup" Model-300 has eleven selections—four 
coffee, four tea, hot chocolate, and two soups. 
Unique feature of machine is method of pro- 
viding freshly-brewed coffee utilizing scientific- 
ally proportioned taped pods of coffee which 
are connected in series. When coin is inserted 
in machine, hot water is forced through special 
water-penetrable packet, brewing the coffee 
and serving individual cup in a matter of just 
six seconds. 


Sleek styling, coupled with colorful exteriors, 
make today's vending machines eye catch- 
ers for the consuming public. Those pictur- 
ed on these pages are typical, tomorrow's 
models will feature even more advanced 
mechanical innovations. 


The Vending Machine 


1960 Style 


Viewed from just about any angle, the vending ma- 
chine has reached the status of big business! From a 
standing start following World War II these units have 
progressed to a point where their importance to the 
coffee trade cannot be underestimated. Vend Magazine, 
trade publication for the vending industry, has come 
up with some interesting and revealing statistics in 
their i4th annual census of sales through vending units. 
As an example they found that in 1958 a substantial 
$99-million was spent for vended coffee. Last year the 
figure had spiraled to $130-million based on sales of 
1,866,000,000 cups of coffee. Equally interesting was 
the fact that while, in 1946, most vending machine oper- 
ating firms were one-man enterprises, today fewer than 
25 percent remain in this category. Most now employ 
a substantial number of people to maintain and service 
increasingly healthy route operations. 

Still another indication of the importance of vend. 
ing operations to the coffeeman can be found in other 
areas. Take, for example, the number of coffee com- 
panies which are finding it expedient to conduct shows 


(Text continued on page 16) 


SEEBURG Models SFB-1000 and small 
SFB-500 are fresh-Brew Units. Ca- 
pacity of former is 12 pounds of 
coffee, 2 gallons of fresh cream, | 
gallon of sugar syrup. Overall out- 
put is approximately 780 cups of 
coffee, 190 cups of hot chocolate. 
Model SM-500, using dry ingredients, 

also vends tea. A smaller unit avail-- | 

abl, the ‘'File-Away' office bar, is 

recommended for offices of 15 to 100 ' S 
people. Built to simulate a four- __BEVERAGES 
drawer filing cabinet, the unit has 

250-cup capacity, also dispenses hot 

water for making tea, chocolate or 

soup. 


HOT Mar VENL 


MARVEND vending unit is dimin- 
utive in size according to manu- 
facturer's specifications. Unit set- 
up requires only two feet of floor 
space, 12'' by 24" by 64". Cup . 
delivery is four column with total 
capacity of 200 cups. Features 
metered water delivery, forced me- 
chanical ejection. 


COFFEE & TEA INDUSTRIES and The Flavor Field 


: : : 
ay 
& 
2 
— 
“no T KS 
/ 
14 


BALLY dispenser serves freshly 
brewed cup of coffee and whipped 
hot chocolate. New type brewer 
is reported to saturate each cup 
with full flavor of coffee, and forc- 
ed flushing of coffee filter insures 
clarity of brew. Capacity of unit 
7 pounds of ground coffee which 
serves 315-450 cups. Chocolate 
servings furnished by machine, 
115-210 cups. Total brew-vend 
cycle of unit 13 seconds from coin- 
deposit to cup-delivery. 


CONTINENTAL'S Fresh-Brew unit 
is described as featuring two can 
system for cream to eliminate 
waste, and brew-cycle of 12 cups 
at a time by infusion brew process. 
Dry ingredient hot chocolate, and 
soup-of-the-day made with pow- 
dered ingredients. Fresh cup of 
coffee is assured by use of op- 
tional automatic timer which 
dumps unused coffee after hours. 
Push-a-drink selectors for quick, 
positive selection. 


VEND - RITE MANUFACTURING 
"Roomservice’’ dispenser is finish- 
ed in chocolate brown and desert 
tan, furnishes 102 servings, 68 of 
coffee and 34 of chocolate. Unit 
dispenses cup and foil packet con- 
taining Nescafe, Nescreme, sugar 
and stir stick. Chocolate is dis- 
pensed in same form, machine then 
dispenses hot water to which in- 
gredients are added for customer 
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COLE PRODUCTS CORPORATION 
vending units are made in two 
sizes, the compact ‘'Fireball,"’ pic- 
tured, serving coffee four ways, 
plus hot chocolate; and a larger 
"Hot-Spa'' serving coffee, tea, 
chocolate, and soup. Smaller unit 
has 250 cup capacity, is 21'' wide, 
13'2"' deep, 56" high. Larger unit 
has 1,000 cup capacity, and is 
available in 5, 7 and I1 selection 
setup. 


FRED HEBEL CORP., now sold to 
Rock-Ola Mfg. Corp., manufac- 


tures completely automatic unit 
serving coffee four ways, hot choc- 
olate with cream and sugar. Cup 
capacity of machine is described 


as 250 cups with ingredient capa- 
city enough for 275 cups of cof- 


fee, 90 cups of chocolate. Unit is 
lightweight, 145 pounds, all units 
plug-in for fast, easy servicing. 
New equipment currently under de- 
velopment will be previewed at 


October N.A.M.A. convention. 


LEHIGH unit, described as a snack 
dispenser furnishes hot water and 
packet type coffee and chocolate 
mixes for use of customer. Ac- 
cording to manufacturer literature 
unit vends three kinds of hot bev- 
erage in addition to a flexible line 
of six different candies and cook- 
ies from the nine, front-loading 
columns. Three beverage columns, 
hold 55 standard half-inch (ten 
cent) packages. Cup column is 75 
cups. Built-in 1000 watt hot water 
dispenses hot water manually. 


i 
\ : 
> 


coffee vending machines—1960 style 


(Continued from page 15) 


centered around the vending ma- 
chine. Detroit's King Coffee pio- 
neered this type of show for the 
coffee trade with their Vend-O- 
Rama, six years ago. Others, in- 
cluding New York's LaTouraine 
and Chicago’s Superior Tea and 
Coffee (which conducted similar 
shows this month) have been 
quick to understand the impor- 
tance of such merchandising me- 
thods as a method of increasing 
sales of the end product, coffee. 
And, still more others, such as 
Nestles have pioneered in agree- 
ments with banks for the purpose 
of assisting vendor customers in 
purchasing machines on the in- 
stallment plan. One such plan en- 
ables customers to purchase ma- 
chines on the installment plan 
with a minimum down payment 
amounting to only ten percent as 
the initial requirement. 

If you're still not convinced 
that coffee sales through vending 


machines are an increasingly im 
portant factor, consider the fact 
that most of the large paper cup 
manufacturers are constantly up- 
grading their product for use 
with “the cup that cheers.” Most 
now have plasticized cups de- 
veloped for hot drink usage. And 
so important has the market be- 
come for this type of cup that the 
giant American Can Company's 
Dixie Cup division, has announc- 
ed one banded on the outside 
with foam plastic which permits 
handling of a steaming cup of 
coffee without any discomfort. 
New equipment will enable pro- 
duction at a rate of ten times 
more cups per hour than has been 
possible in the past. John Col- 
dren, sales vice president for 
Dixie sums up the reasons for 
development of the new produc- 
tion machinery this way. ‘With 
these machines in operation we 
will be able to catch up with the 


HOT COFERE 


MITCHELL unit serves freshly pre- 
brewed coffee in the amount of 
220 cups. Offers automatically 
seven different coffee-sugar-cream 
selections, plus hot chocolate. 
Patentel ‘'controlled heat  loss’’ 
keeps coffee hot, fresh, for 24 
hours. Refrigerated cream  con- 
tainer, high styled two-color ex- 
terior. Equipped with National 
coin changer, automatic ‘'sold-out'’ 
coin return. 


UNIVERSAL METAL PRODUCTS 
hot drink merchandiser is set up 
yo handle coffee, tea, chocolate 
and 3 soups, or any 6 hot drinks. 
Coffee canister capacity yields 
600 drinks; tea 600 drinks, choco- 
late, 190 drinks. Soup canister ca- 
pacity yields from 200 to 450 serv- 
ings, depending on soup. Cup ca- 
pacity is rated at 575 to 625 7- 
oz. hot cups or 900 hot-or-cold 
cups. 


backlog of orders that has piled 
up.” No more revealing com- 
ment could be made to indicate 
the increasing importance of the 
vending machine than this state- 
ment by the originators of the 
paper cup to the effect that they 
have been unable to keep their 
output abreast of demands. 

Still another indication of the 
continuing popularity of coftee 
vending machines is contained in 
Vend Magazine’s statistics on 
operator buying plans this year. 
For the second year in a row 
coffee vending machines were in 
the number one position, a posi- 
tion which seems likely to remain 
secure for some time. 

Few figures are available on 
the subject of Tea sales through 
the medium of the vending ma- 
chine. It is apparent, however, 
that in keeping with their par- 
ticular tastes our English brethren 
have developed excellent vending 
machines for this purpose. Ac- 
cording to London's authorita- 
tive “Tea and Rubber Mail” it is 
only recently that automation 
has reached a stage that can be 
claimed to produce a beverage 
which will satisfy the taste of the 
seasoned tea drinker. It appears, 
however, that a promising thres- 
hold has been reached in the 
automatic vending of tea. With 
tea drinking in the United States 
on a continuing upgrade, it is 
quite possible that tea, brewed 
and served automatically, may yet 
become a significant factor in the 
American market. At this stage 
of their development, automatic 
tea vending machines utilize four 
brewing methods: ordinary leaf 
tea, tea bags, frozen tea concen- 
trate, tea crystals or powder, 

To sum up the outlook for 
vending machines, consider the 
statement of a spokesman for the 
coffee industry who bases his re- 
marks on a well grounded record 
of past achievement. ‘No single 
product in vending history has 
enjoyed the fantastic growth of 
hot coffee. Even industrial reces- 
sions have not affected this 
growth. The future of vended 
coffee will be held back only by 
the industry's failure to improve 
blends, roasts and grinds to meet 
the special requirements of the 
vending machines.” 
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Pan-American Coffee Bureau 


announces AN EXCITING 
NEW ADVERTISING 
PROGRAM FOR COFFEE 


new ads — ‘Make It Coffee, Make It Often,. 
Make It Right!” is the theme of our new cam- 
paign. Fresh new ads with high impact feature 
close-up photos of real people enjoying coffee. 
Warm, friendly copy emphasizes the pleasure of 
really good coffee and tells how to make it. 


new TV commercials — our theme 
is set to music in our bright new TV commer- 
cials. Packed with appetite appeal, they stress 
the deep-down enjoyment that comes with rich 
coffee flavor and tell your customers how to 
make coffee at its very best—all with a back- 
ground of thrilling orchestral and vocal music. 


new media—a heavy schedule of ads runs 
in four top magazines this season. The first ad 
appears in Ladies’ Home Journal, McCall’s and 
Better Homes and Gardens in October and in 
Good Housekeeping in November. On network 
TV, we’re covering the country with frequent 
program participation in nine top daytimeshows, 
such as ‘““‘The Texan,” ‘“‘Beat the Clock,” and 
‘Love That Bob,” and three popular nighttime 
shows, ‘‘Laramie,’”’ ‘““The Outlaws,” and “‘Dan 
Raven.” This will be followed by local spots in 
the top thirty TV markets. We’re reaching mil- 
lions of important people— your customers. 


The new C.B.I. Approved Coffee Measure is being promoted in all our 
ads and used in coffee-making demonstrations in all TV commercials. It’s 
available to you at our low quantity prices. Write for complete information. 
PAN-AMERICAN COFFEE BUREAU, 120 Wall Street, New York 5, New York. 
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method of financing or acquiring equipment is the perfect 
answer. It is usually a combination of all methods. 
(Continued from page 10) 

It could be that you would be better off on a leaseback 
transaction refinancing — chattel — conditional — or money 


vending machine financing 


either reducing dollars or expanding the number of machines _ mortgage plan, 
When you are ready to talk about these various things, 


talk to someone whose business it is to finance—your banker 
your accountant—a finance company—factors—money 


that you care to place on location. 

Let us assume that we have a very large pipe in which 
we have water passing through, which represents dollars 
coming in to our business, out of which we have a smaller 
pipe representing dollars going out of our business. This 


for paying for bookkeeping equipment, trucks, your over- DE Tea for your garden anyone... 
all operating expenses. A recent editorial piece in a suburban New Jersey : 
; if your business looks like this—a lot of money coming newspaper reports the arrest of two up-and-coming 
i in and a little money going out—we would say this is a door-to-door canvassers. The men were arrested just 
healthy situation and there is ample reserve to grow with. after they had tried to peddle a load of high-grade 
i But, let’s turn this pipe around and assume that the money peat moss. Only problem was that the “peat-moss” 
& coming in now is the water in the small pipe and it must was a load of waste tea leaves; the party they tried 
fill the larger pipe. Now you have only a trickle of water, to sell the load to, a member of the police force. 


or a limited amount of money to meet your obligations and 
your overhead. Which type of money flow, or dollar situa- 
tion, would you like to be in? 

That is why no one can say which is better—to pay cash, Remember—no matter which 
finance, short-term, long-term, or lease. You have got to money, Is the return and the resultant profit to your busi- 
decide what your wants are, what you are trying to ac- ness worth the investment? 


complish, and then sit down with a person who knows what The question is—would you like to increase the number 
of machines which you have on location by 40% or would 


he is talking about and work out each and every plan and 
method—then decide. It is possible, then, that low rate you prefer to retain 40% more dollars during the year to 


lenders—or those qualified to know your particular problem. 
way you do it it costs 


a money could be expensive money under certain conditions do other things? 
g while higher rate money could be economically sound under When you have the answers to those two questions 
certain other conditions. It boils down to—''What can I then you will know which method is best for you as well 
: earn, or retain, on the dollars that I spend?” No one as where your goal in vending lies today. 
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GUMP Bar-Nun Automatic Bag Feeder, Opener and Weigher, co-ordinated with TEMPO-VANE Bag Tucker and Sealer 


Here’s REAL ECONOMY in Packaging Bag Coffee 


This efficient and economical bag packaging iine is 
easily operated by one attendant. The Bar-Nun takes 
the empty bags as they come from the manufacturer; 
the Tempo-Vane Sealer discharges them at the other 
end, filled, packed, tucked and sealed—at a_ usual 
operating speed of 28 bags a minute. The operator 
has only to keep the Bar-Nun supplied with bags and 


make an occasional simple adjustment. 


Bar-Nun precision assures accurate weights; eliminates 
costly overweights of coffee. The Tempo-Vane equip- 
ment produces a well packed, neatly shaped, and tightly 
sealed package—easy to handle and attractive in ap- 
pearance. Savings in coffee—plus reduced labor re- 
quirements—plus dependable maintenance of packaging 
schedules—enable this Bar-Nun—Tempo-Vane line to 
effect a real economy for packers of bag coffee. 


Write for details on this and other Gump-engineered packaging equipment. 


Gump’s complete line includes a model for every coffee packaging requirement. 


Bb. F. G UMP Cc oO. 1312 S. Cicero Ave., Chicago 50, Ill. 


Engineers and Manufacturers of Coffee Plant Equipment 


SALES AND SERVICE 


| 
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San Francisco 5—TEMPO-VANE MANUFACTURING CO.—330 First Street 


| New York 36—JABEZ BURNS AND SONS, INC.—600 West 43rd Street 
| 


Dallas 2—J. B. WILLIAMS —1026 Young Street 
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P. C. Irwin, Jr., outgoing president of the Tea Association 


comments on past developments, and the immediate outlook . . . 


To paraphrase a well known expression . . . old Tea 
Association Presidents never die, they just heave sighs 
of relief and maintain an active interest in the affairs 
of the organization that gives our industry strength and 
unity and the ability to give many companies one power- 
ful voice. 

As my two year tenure as President draws to a close, I 
find a new excitement and interest growing in anticipa- 
tion of the future. Part of this stems from incompleted 
tasks, projects set in motion this year which will be 
carried to fruition by the new Board to be elected in 
October. And Partly it is a result of the new wave of 
energy one can feel surging through the Tea Industry. 

Our up-coming convention is one good example of 
what I mean. I am quite convinced that this year’s Tea 
Association Convention will be an exciting and different 
experience for all of us. It is, I think, very appropriate 
that there will be so many new aspects to our meeting 
our first convention in Florida—a magnificent, new hotel 
The Diplomat at Hollywood-by-the-Sea—and our first 
opportunity as a group to relax by the sea in warm, sunny 
weather. 

It is significant that our convention has a new look, 
since it reflects the now, important happenings that have 
been taking place in the Tea Industry during 1960. 

Let's look briefly at some of the important areas in 
which your Tea Association has been working this year. 

A few months ago your Board examined a package 
Marking Bill which had been passed by the U. S. House 
of Representatives. This Package Marking Bill, as drawn, 
would require labels on all packages to contain detailed 
information as to the specific countries of origin of each 
individual component part. The impracticability of such 
a requirement for Tea packages was forcefully drawn to 
the attention of the Senate Finance Committee as it pre- 
pared to hold hearings on the Bill. In cooperation with 
the American Spice Trade Association, Inc., and the Na- 
tional Coffee Association the Tea Association made a spe- 


"TEA'S in the NEWS”. . . 


. the year round, but next month's 15th annual con- 
vention of the Tea Association may point up to the as- 
vembled members the vitality of the new marketing con- 
cepts which are being developed for tea. 

As Robert Smallwood, chaiman of the Tea Council 
ifates the case, “Ou advertising program changing 
and taking new directions, our public relation’s efforts 
are Spreading into new fiel’> and greater segments of 
the publi ave becoming aAW Sie of led as the ideal bever- 
age.” 

The tangible proof of the success of these 1s evident 
from an examination of the tally sheets. By the end o} 


this year tea people confidentally expect that imports 
ha by almost 8-million pounds over last 


Wii Nave a 


“the eventful future for tea”’ 


provisions of the Bill. While no final action has yet been 
taken by the Senate Finance Committee we have had 
reasonable assurance that Tea will be excluded from 
the provisions and intent of any final bill on this subject. 

Another matter of major concern to every firm in and 
allied to Tea which the Tea Association has been con- 
sidering for the past few months at the industry level, 
is the Food Additives Amendment to the Pure Food and 
Drug Act. While there is reason to believe that this 
Amendment will not, in the long run, have any signifi- 
cant effect on most of our traditional business relation- 
ships, this new Federal statute invites a basic questioning 
and investigation at both the company and the industry 
level. Your Tea Association is organizing its manpower 
at this moment to operate effectively at the industry level. 

On a matter close to home, Instant Tea . . . its market- 
ing this year by so many of the large factors in the trade, 
its promise for building a new body of tea customers... 
Instant Tea has been a constant subject of discussion. 
As with so many problems, the question with Instant Tea, 
from the Tea Association's standpoint, has been—''What, 
if anything, should we do now?—and—what will we 
want to do eventually?” 

In connection with that bi-partite question, every regu- 
lar committee of the Tea Association has been studying 
the product as it relates to each committee's particular 
function . . . brewing, merchandising, research, etc. In- 
addition, special sub-committees have been meeting on 
such matters as Instant Tea specifications for the Armed 
Forces and a 2-ounce formula equivalent for institutional 
packs. 

From just those few examples I think you'll agree the 
future promises to be busy and eventful. Actually, in 
retrospect this entire year has been busy and eventful for 
all who have been devoting their time and energies to the 
Tea Association. If you asked me to pick out what I 
thought was the one event of the past year that stood out 
above all, it would have to be the Tea Association's Pri- 
vate Preview party a week in advance of the formal 
opening of the Tea Center. This special reception gave 
all of us in the trade who were available a chance to in- 
spect every nook and cranny of the Tea Center Building. 
Since this was a private showing, there were no mem- 
bers of the press, with the exception of the tea trade 
press, present. It was a week later, at the formal open- 
ing, that a day-long series of events were staged with 
the explicit purpose of opening the Tea Center to the 
public in a blaze of publicity. 

As you are all well aware, this publicity objective was 
accomplished with great success on June 15th. Before 
and since that date there have been many _ publicity 
features on tea. And yet the barrage loosed on June 15th 
gives special meaning to the theme of this year’s conven- 
tion, 

It is, indeed, true that more than ever—''Tea is in the 


cial representation to Congress to be excluded from the 
yedr. News. 
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United States Representative 


Overseas Community Division 


COMMERCE ; Commercial Counselor to the French Embassy 
P.O. BOX 1399, ABIDJAN 
IVORY COAST, WEST AFRICA 


610 Fifth Avenue, New York 20, N. Y. 
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Little strok 


It’s as simple as that. And we would like to point out that a consistent adver- 
tising program in Coffee and Tea Industries can prove this point to you. 


Barnum, master showman of them all, put the matter this simply. “When an 
advertisement first appears a man does not see it. The second time he begins 
to take notice. The third time he is inclined to read the message; the fourth 
he thinks about it. And on the appearance of the sixth or seventh he has suc- 


cumbed and is ready to buy the offering.” 


You've noticed the changing appearance of Coffee and Tea Industries. It was 
inevitable that vou should, and in the process make comparison with other pub- 
lications in the coffee field. This changing format, which incidentally, will con- 
tinue to be upgraded in the months ahead, is just one indication of the greater 
value you receive when vou place your advertising in Coffee and Tea Indus- 
tries. What is less noticeable, but equally important, is that with a circulation 
that is tops in the industry it assures that the magazine will be picked up and 
studied, time and time again, by the people to whom it is important that vour 


advertising be seen. 


“We're the trade magazine that comes to mind first. Its been that way for 83 


years now.” 


COFFEE AND TEA INDUSTRIES, 106 WATER STTREET, NEW YORK 5, N. Y. 
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@ MERCHANDISING 


Progressive Grocer's continuing study of supermarket sales is re- 


vealing in terms of coffee, tea and cocoa. Here, broken down for 
the first time, is a report on these sales as they affect our trade. 


coffee and tea sales in the supermarket 


The role of the coffee, tea and cocoa industries in 
the world’s biggest, most dynamic business—the retail 
food industry—was brought into a sharp focus recently 
in Progressive Grocer’s Dillon Study. 

The study reaffirmed what alert merchants have long 
known: coffee, tea and cocoa are a vital segment of 
the most important department the grocery department. 

More importantly, it revealed how vital they are. Al- 
together, these products were analysed 22 different ways 
in comparing them with the other 37 major product 
groups that-comprise the grocery department. 

Among the findings were these: 


® ® Coffee, tea and (and milk fortifiers and 
chocolate syrup) produced weekly sales of $981.36, rank- 


cocoa 


ing third in the 38 product groups. 


® ® Unit sales averaged 1,391 weekly, ranking 14th in 
the 48,409 total. 


® ® Dollar margin was $91.78 weekly, a rank of 12th 
in the $3,134.88 total. 


® ® Per cent margin was 9.39¢—ranking next to the 
lowest. (At first glance a poor showing, it is actually in 
harmony with the super market concept of pricing.) 

Many other important facts came to light in the Dillon 
Study as well; but before proceding further, perhaps 
it would be best to explain what the Dillon Study ts, 
where it was conducted, and why. 

The Dillon Study is the fourth major study made by 
Progressive Grocer of super market sales and margins. 
The first was conducted in the Providence (R. I.) Public 
Markets in 1950, the second in Foodtown Stores (Cleve- 
land, Ohio) in 1955, the third in Super Valu Stores in 
Minnesota in 1957. 

Five Dillon super markets in Kansas were used in the 
study. The wide-awake organization, typifying the best 
in modern store operations, is considered one of the best 
chains in the country for its size, with sales close to 
$90,000,000 from 52 stores. So as to get a representative 
cross section of shoppers the stores were chosen in cities 
and towns of various populations, and with different 
income levels and populations. 

The study spanned two distinct periods—eight wecks 
in the spring, and eight weeks in the fall. Thus seasonal 
variations in sales were eliminated as much as possible. 
All figures and analyses presented here are based on the 
total 16 weeks covered by both periods. And because food 
store operators are accustomed to thinking in terms of a 
single store, rather than totals for all stores, the informa- 
tion is presented in terms of the average store—a compo- 
site of the five being studied. The average store in the 
Dillon Study, then, produced sales of $33,377 weekly 
from a selling area of 8,450 square feet, or $3.98 per 
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square foot. This is substantially higher than the national 
average for super markets of this volume range. 

The Fight for Space on the Super Market Shelves 

The complexity and vastness of food retailing can be 
grasped from one simple statistic. In the five stores in 
the 16 weeks of the Dillon Study more than 8,034,000 
units of merchandise passed through the checkstands. 
Every minute of the 84 hours a week these stores were 
open 20 units of merchandise were sold. 

Keeping this flow moving swiftly and efficiently and 
profitably is the monumental task facing food store oper- 
ators. For how fast or slow an item moves (an item is any 
different size of any brand) has a direct bearing on what 
lines to handle, how much variety to have within the 
line, how to display items on the shelves, how to order, 
when to reorder and the turnover that can be expected. 

And making the task more difficult for the operator 
and the coffee, tea and cocoa manufacturer—is the fact 
that more and more items are crowding the shelves. 
In 1950 the number of grocery items reported on was 
3750; by 1955 it had passed 4000; in the Dillon Study 
the number is 5,227. How coffee, tea and cocoa (syrups 
and milk fortifiers not included) have fared against other 
lines can be seen from this table: 


NUMBER OF ITEMS HANDLED 
1950 1955 
Soaps and Detergents 95 
Health and Beauty Aids 240 
Candy, Gum and Nuts 191 
Paper Products 2 7p. 
Flour and Mixes 110 
Housewares 150 
Soft Goods None 
Coffee, Tea, Cocoa 


In 1957, in the Super Valu Study, the number of items 
handled was 121, 

That there was a drop in 1960 is partly explained by 
the fact that in the 1955 Foodtown stores averaged 
$45,520 sales per week, against the 1960 Dillon Study 
store average of $33,377; but the lack of increase is in- 
dicative of the struggle that is underway for shelf space 
because of new products. One product that has found 
a place for itself on the shelves recently is instant tea. 
In the 1957 Super Valu Study one was reported upon, 
and in the Dillon Study the number had risen to three 
items. 

Converting these unit sales into terms of cases reveals 
an almost startling fact: figured on the basis of the most 
common size, the 24-count case, it can be seen that 9 
out of 10 items sell less than a case a week. Only one 

(Continued on page 24) 
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ISRAEL 
COMMODITY INC. 


95 Front St., New York Whitehall 3-8700 
Cable Swisisrael TWX 1-3981 


coffee, tea, and supermarket sales 
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per cent sell six or more cases. The food store operator 
must be constantly on guard to see that individual items 
carry their fair share of the selling load—and eleminate 
inequities which were found to exist. For example, half 
the items in some lines were producing 80% or even 
more of the sales in that line! 


Coffee, Tea, Cocoa Are Traffic Builders 


The position of coffee, tea and cocoa in the store is se- 
cure, however, for while there may be no starting in- 
crease in number of items carried or number of new 
items introduced they will always get the space they so 
well deserve. As a product group of 101 items, including 
2 chocolate syrup items and 11 milk fortifiers and flavors, 
they ranked 3rd in dollar sales and 12th in dollar mar- 
gin. Dollar sales were $981.36 per week. Dollar margins 
amounted to $90.78. Per cent margin was 9.3%. 

Where did these dollar sales originate? They came 
from sales of 1,391 units per week from the 101 items 
in the product groups. The average dollar sales per 
item was $9.72, or 157% higher then the all-grocery 
average of $3.77. The average profit per item was 90¢, 
or 209% higher than the all-grocery average of 74.7¢. 

The average number of units sold per week was 14, 
or 17% higher than the all-grocery average of 12. The 
average unit selling price was 70.6¢ or 118% higher than 
the average of 32.6¢. 

Penny profit per unit sold was 6.5¢, exactly the same 
as the grocery department average. 


Sales Per Shelf Foot—an Important “Yardstick” 


Because there are so many thousand items fighting 
for space on the grocery shelves, the contribution of sales 
and profits per shelf foot becomes an extremely important 
tool to the food store operator. Seven steps were taken 
in the Dillon test stores to see that space was put to the 
maximum use. Six of the seven would be applicable to 
coffee, tea and cocoa. 


1. Better grouping of products. All like items dis- 
played together for quicker item location within the 


coffee, teas and cocoas. 


2. Clearly defined blocks of merchandise. Merchandise 
“blocked out’ in vertical arrangement to clearly define 
types of products, and to make them easier for customers 


to locate, 


3. Proper Space Allocation. Items faced in relation to 
sales to reduce out-of-stecks, and promote systematic 
ordering and easier shelf stocking. 

i. Preferred shelf position for profit producers. When 
practical, items and groups of products producing the 
greatest dollar profit are given best shelf position. 


5. Better arrangements of shelves. Adjustability of 

shelves employed to fullest to relieve visual monotony 

to create “special display slots.” 

6. More end positions for special displays. Permanent 

fixtures removed from as many ends as possible to ex- 

pand highly profitable “special display” facilities. 
(Continued on page 
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Importers 


to the Tea Trade 
since 1846 


Carter, Macy Company, Inc. 


7-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 
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——-PAIRCHILD & BOLTE 


120 WALL STREET NEW YORK : 


: Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 

NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 

N.Y. COFFEE AND SUGAR EXCHANGE 


Test Our Instant Coffee 
and See for Yourself! 


The secret of the success of 
East Coast Private Brand Cof- 
fee is this: only full roasted 
sweet drinking coffees are used, 
in a full flavored and aromatic 
blend. It’s rich, heavy bodied, 
fragrant. Extra long flavor life 
is assured by removing all fats 
and oils. 


y 
COAST 


h igh est 
qua ity 


PRIVATE 
BRAND 
COFFEES 


lowest prices 


Send for your sample today and 
see why East Coast Coffees out- 
sell other private brands, even 
those selling at much _ higher 
prices. Quality counts. 


COFFEE 
CoR? 


Cable Address: NATHORCOF, N.Y. 


601 West 26th St. 
New York 1, N. Y. 


Tel: BOwling Green 9-0050 


coffee, tea, and supermarket sales 


(Continued from page 24) 


The seventh step, color-keyed price mouldings to help 
customers quickly identify products in three departments 
—canned vegetables, fruits and juices—would probably 
lend itself to use in coffee, tea and cocoa departments 
only in very large super markets. 

Sales per Linear Shelf Foot Were Twice Average 

Dollar sales per linear shelf foot of shelving were 
$10.59, better than twice the all-store average of $5.07, 


_and ranking third in this regard. Of the 3,116 feet of 


| 


grocery shelf available, 92.7 feet were given to the coffee, 
tea and cocoa department. Unit sales from these shelves 
amounted to 15 per linear foot per week, some 3% less 
than the all-grocery average of 15.5. Margin per linear 
foot was 98 cents, 2% less than the all-grocery average 
of $1.00. 

With 3.1¢¢ total grocery unit sales, 7.86 of grocery 
dollar sales, 3.6% of grocery dollar margin and 3.7% of 
grocery display space, the coffee, tea and cocoa depart- 
ment was afforded 21 linear feet of floor space. 

Here is how the shelving was arranged to get the most 
from the products: 


Product Groups No. of Shelf Depth 
pea Shelves In Inches— 
Coffee, Regular Top to Bottom 
Coffee, Instant— 4 
lea P 17, 18, 18, 21 
Cocoa— : 14, 14, 14, 16, 16, 16 
Fortifiers 5 14, 14, 16, 16, 18 


Retail value per shelf foot for coffee, tea and cocoa 
was second highest, amounting to $34.92—115% higher 
than the average of $16.01 for all groceries. Value 
of the fully stocked department was $3,196, fifth highest. 
The cost of the fully stocked department was $2,810, 
third highest. 

The return per dollar invested in the coffee, tea and 
cocoa department was considerably lower than average— 
$1.68 versus $4.16, or 60% lower. This of course is a 
direct result of the low margins which this product 


| group brings. As can be seen in the accompanying table, 


COPFEE 


margins vary from a low of 6.1% on regular coffee to 
a high of 21.5% on chocolate syrups. They follow the 
super market pricing maxium which dictates: fast seller— 
low margin; slow seller—high margin. By virtue of its 
great traffic-pulling ability, coffee is one of the most 
frequently used price features, another reason why re- 
turn per dollar invested is low. 

The traffic building capabilities of the coffee, tea and 
cocoa product group was capitalized upon by the Dillon 
Study in two ways: First it was located in the center aisles, 
to draw shoppers into the gondolas, for the Dillon Study 
revealed they are shopped half as frequently as the peri- 
pheral aisles (40% versus 80%). Secondly, it was used 
to attract customers to a specific display of some high 
margin, high-impulse merchandise, such as nylon stock- 
ings. 

Coffee, and to a lesser degree tea and cocoa, were also 
used in advertising to help build overall store traffic. 
As will all products, they responded with sharp increases 


and The Flavor Field 
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when given special display. Average special display 
boosts sales 536% over normal shelf position. 

Some of the observations that can be made of the 
comparison of the Dillon Study and previous Progressive 


Grocer studies is that there is strong growth in the sales, 


the number and sizes of instants, both coffee and teas, 
that two pound tins are becoming more popular, and 
that there is a general “tightening up” on facings and 
numbers of items. 


All purpose grinds, apparently, are liked by both | 


customers and grocers, who appreciate the simplified 
ordering, pricing and_ stocking, and the smaller space 
requirements. 

The figures and analyses presented here are, of course, 
just a small part of the Dillon Study. How the coffee, 
tea and cocoa product group meshes with the entire gro- 


cery department can best be learned from 112-page | 


Dillon Study Report—which gives in seven parts the 
most complete guide ever presented on super market 
selling: Sales and Margins, How Merchandise Moves, 
How to Allocate Space, How Customers Shop, Where 
Profits Come From, the Power of Special Display, and 
Sales and Margins in Terms of Space Occupied. 


1959 grocery store sales 
reach high of 46.5 billion 


According to a report by Topics Publishing Company | 


released at the National-American Wholesale Grocers Con- | 


vention last month grocery store sales hit a new high last 
year. Overall sales of $46,540,000 were charted in the 
report, a dollar sales rise of 1.2 percent over the previous 
year, 

However, the report went on to say that declines of 
13.7 percent occurred in overall dollar sales of regular 
coffee. Instants also declined to the extent of 5.7 percent 
over the previous year. The decreases in dollar sale was 
attributed largely to lower prices, with the average retail 
price recorded as down to 68.8 cents last year from 82.1 
cent in 1958, 


Automatic Vending Convention 
theme, “Men, Management and Money” 


The full range of operation, management, financing 
and sales will be covered in the program of the 14th an- 
nual convention of automatic merchandising in Miami 
Beach, Fla. With meetings scheduled from October 28 
to November 2, the convention will also feature the 


world’s largest showing of vending equipment, products | 


and allied services. 

A record number of 12 workshops and clinics will 
cover a wide range of industry topics. Included in the 
program will be such topics as sales planning, coffee and 
tea vending, and a vending session on legislation. 

According to Berton Steir, general convention manager, 
“the convention program will concentrate on those topics 
which are of greatest current interest to the vending 
specialist. How to earn a profit in a highly competitive 
market and render the best service to the public is still 
the most important topic to the industry.” 
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importers 
and agents 
since 


MEMBERS 


NEW YORK COFFEE AND 
SUGAR EXCHANGE INC. 


NEW YORK COFFEE AND 
SUGAR CLEARING ASSOCIATION 


NATIONAL COFFEE ASSOCIATION 


GREEN COFFEE ASSOCIATION 
OF NEW YORK 


C.A.MACKEY 


and Company, Inc. 


91 FRONT STREET 
NEW YORK 5, N. Y. 
CABLE ADDRESS “"MACKCHAND"™ 
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The National Federation of Coffee Growers plans 


the future with its coffee research program... 


Coffee research programs, as well as agricultural exten- 
sion services in the coffee-growing regions of Colombia, 
are in charge of the National Federation of Coffee 
Growers of Colombia, an organization which groups all 
the country's coffee growers. 

Experimental research was begun by the Federation in 
1930. The first projects were test comparisons of the 
various techniques of coffee growing then in use. The 
work hardly deserved to be called experimental in a 
strict sense. Its primary function was to demonstrate 
established techniques for the benefit of farmers who 
visited the station near the village of Chinchina but 
within the town limits of Manizales, department of 
Caldas. 

The National Coffee Congress of 1933 decided that the 
time had come for research properly so called. It estab- 
lished a National Center for Coffee Research at Chin- 
china and organized departments of agronomy, pathology 
and entomology. The function of the first-named was to 
establish by scientific experimentation the best way to 
grow coffee in Colombia, while the other two had the 
task of studying diseases and insect pests of coffee and 
finding the most efficient techniques for controlling 
them 

Other departments added in subsequent years investi- 
gate different problems related to the growing and 
processing of coffee, the processing being defined as 
the complex of operations performed between harvesting 
and the sale of the coffee by the grower. The center 
today has the following departments, each headed by 
one or more qualified professionals: 

1 Agronomy 

2 Experimental Statistics and Plant Improvement 
Entomology 

4 Rural Economics 

5 Physiology 

6 Plant Pathology 

7 Meteorology 

8 Analytical Chemistry 

9 Industrial Chemistry 
10 Soils 
11 Library and Publications 
12. Animal Husbandry 

Until quite recently, this staff worked with limited 
funds on purely local problems. They were not in a 
position to reach out beyond the immediate zone of in- 
fluence of the Center, nor could they tackle the problems 
of many parts of the scattered coffee growing regions of 
the country. 


Chinchina — Key to Colombian 


TECHNOLOGY 


quality 


region, to 1800 pounds and in some cases even to 2700 
pounds per acre. 

The different coffee-growing regions of Colombia, 
however, have widely differing economic, soil and cli- 
matic conditions. There was consequently no scientific 
basis for projecting indiscriminately to other regions 
the techniques which had proved so successful at Chin- 
china. Because of this fact, combined with the problem 
of overproduction, it became clearly necessary to expand 
the programs of experimentation to all coffee-growing 
regions. 

Dr. Arturo Gomez Jaramillo, general manager of 
the Federation, raised the question at the 21st National 
Coffee Congress in August 1959, stressing the need for 
new programs and more money for the Federation's 
technical services. The Congress approved his proposal, 


and the programs were immediately initiated. 

The expanded activities cover the following areas: 

(a) Intensified climatic and soil studies to establish 
as quickly as possible which are the best areas 
for growing coffee, and which should be classi- 
fied as marginal by reason of location. 

(b) To set up a great number of comparison trials, 
to cover all areas which up to now have been 


Fall 


Fashion 
Note... 


The report from 
one New York 
high - fashion 
house is that cof- 
fee brown is the 
fall color. Only 
difference is that 
this particular 
manufacturer will 
label their  pro- 
duct as being 
“Colombian Cof- 


They had indeed important advances to their credit. As fee Brown.” 
regards coffee-growing techniques, for example, they 
had established that it was possible to raise production 
from 500 pounds per acre, the average for the Chinchina 
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considered suited to growing coffee, to establish 
which of the techniques of fertilization, shading, 
pruning, cultivation and varieties that succeed 
at Chinchina are good for each such area. 
Since the climatic and soil studies will 
areas now planted to coffee but not ideally suited 
to this crop, major attention is being given to 


define 


(3) 


a broad program of studies to establish which | 


other crops and kinds of livestock are most suited 
to take the place of coffee and provide an ade- 
quate economic return. 

Colombian coffee is famous for its quality, and 
particular emphasis is being given to this aspect 
of the research. Special studies are being carried 
out to establish the effect on quality of certain 


(d) 


growing methods, in order to avoid the intro- | 


duction of any methods that might be harmful 
from this point of view. Processing of the 


coffee bean (depulping, fermentation, washing | 
and drying), if not performed with due skill and | 


care, can affect the taste of a product which 
was perfect when harvested. All these elements, 
and in particular drying techniques, are being 
studied from every angle to introduce all possible 
improvements, 

The results of these programs will give us the tools to 
achieve the following results: 

1. To cut the coffee-growing area and limit it to 

land best suited for highly efficient production 

and top quality. 

2. To substitute for coffee in marginal zones other 
crops which will give the farmer equal or higher 
economic returns. 

3. To achieve a balance between production and de- 
mand, improve the quality of Colombian coffee, 
and above all raise substantially the standards of 
living of the farmers who today make their liveli- 
hood by growing coffee. 

Research, however, can only tell us what we should 
teach the farmer or urge him to do. A good agricultural 
extension service is also needed in order to get the 
farmers to apply in practice the fruits of research. The 
Federation has recognized this aspect, and it has given 
an excellent training to a big number of agronomists and 
farm technicians to enable them to develop rapidly the 
extension program for the new knowledge derived from 
its research. 

From this brief outline, it is possible to see the di- 
rection and purpose of the work being carried out at 
and supervised by the National Center for Coffee Re- 
search. It is bringing closer the solution of the problems 
of over-production, of inefficient production, and of 
an inadequate supply of food for many Colombians. It 
will help at the same time to raise the living levels of 
a considerable part of Colombia's farm population. 


Ga Pot Stars in London Show... 

A coffee pot that gathered dust at Columbia's Uni- 
veristy was the star of a recent show in London. 
The urn, valued at $5,000 was once the property of 
Samuel Johnson, first president of the university, 
back in 1760. 


ESCAFE 


43 choice beans in every cup 


DECAF 


the dreamiest coffee 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, NEW YORK 


World's most experienced makers of 
instant coffee and other quality products 


Nescafé and Decaf are registered trademarks of The Nestlé Company, Inc. 


AMERICAN FLAG SHIPS 
Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD BARBADOS BRASIL 
URUGUAY e ARGENTINA 


West Coast United States and Canadian ports and 


CANAL ZONE + COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 
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@ LEGAL PROCEDURE 


The following article is the third in Coffee and 
Tea Industries continuing series on the legal as- 
pects of both the coffee and tea trade. This 
month, author Howard Newcomb Morse discusses 
a case of coffee adulteration, and one dealing 


with patent infringement . . . 


A Porto Rican statute provided: “It shall be illegal 
to adulterate or to mix coffee, in the grain, ground, or 
pulverized, with any other grain or substance with the 
intention of selling it, or to offer or have it for sale, and 
it shall be equally illegal for said coffee, so adulterated 
or mixed, to be sold, offered or had for sale, or that it 
be transported or stored for the purpose of using it for 
human consumption, or to use it for industrial purposes, 
when intended for the preparation of food for human 
consumption. 

Avalino Gonzalez Mena in San Juan, Porto Rico, offered 
for sale, with the purpose of being used for human 
consumption, coffee roasted and ground, adulterated with 
sugar. The adulteration was not injurious to health. The 
package in which the coffee was sold bore a label stating 
that the coffee was mixed with 41497 of sugar. 

Mena was convicted in the District Court of San Juan 
for a violation of the statute, and he appealed. The 
Supreme Court of Porto Rico affirmed the decision of 
the District Court. Mena again appealed, contending 
that the statute was unconstitutional. 

The United States Court of Appeals for the First Cir- 
cuit sustained the decision of the Supreme Court of Porto 
Rico. The United States Court of Appeals declared: 
“The purpose of the act here in question was to safeguard 
the general welfare of the citizens of the island and, as 
it tends to accomplish that purpose, it is clear that the 
Legislature was acting within its constitutional powers 
in enacting it. The power of the Legislature to regulate, 
restrain, or prohibit what is injurious to the general wel- 
fare is universally recognized. The fact that the adulter- 
ated article was not injurious to health is unimportant. 
Its tendency, as an article of sale, was to mislead and 


Howard Newcomb Morse, author of this series, is 
a recognized expert on legal matters. In 1948 and 1949 
he was Professor of Law at John Marshall Law School 
im Chicago. In addition he was admitted to the Bai 
of the Supreme Court of the United States in 1949. 

In keeping with the fact that October will see the 
annual convention of the Tea Association of the U. S. 
next month's Barrister's Brew will devote itself entirely 
to the legal problems of led. 

While the series to date has encompassed the legal 
aspects of various areas of interest to the coffee, tea and 
spice trades, Coffee and Tea Industries would welcome 
the comments of readers as to subject questions which 
would benefit the trade. Readers having questions along 
these lines are invited to subm:t their interests to Editor, 
Coffee an. Tea industries, 106 Water Street, New York 
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deceive the public. This was an adequate reason for the 
enactment of the law.” 
“PATENTING A PROCESS OF MAKING COFFEE” 

The Primary Examiner of the United States Patent 
Office allowed several apparatus claims in the application 
of Louis Burgess for a patent on a coffee machine, but 
refused to allow one claim drawn to a process of making 
coffee. The refusal was based on the grounds that there 
was want of invention over the prior art, and that the 
claim merely defined the function of a particular coffee- 
making device. Burgess appealed, and the Board of 
Patent Appea!s upheld the action of the Examiner. Bur- 
gess again appealed. 

The single claim involved read as follow s: “Process of 
making beverage coffee, which comprises admixing hot 
water with a predetermined charge of ground, roasted 
coffee thereby forming a mixture, holding said water and 
coffee in contact for a period sufficient to permit sub- 
stantially all of said coffee to acquire a density in excess 
of that of water, thereafter introducing said mixture to 
a centrifuge basket of the imperforate overflow type, ro- 
tating the mixture in said basket the rate of introduction 
of said mixture to said basket and the speed of rotation 
of said basket being so coordinated that all the overflow 
from said basket is finished coffee beverage, separately 
collecting and conducting away the said finished coffee 
beverage.” 

After mixing the finely-ground coffee with hot water 
and allowing it to remain in contact for a definite period, 
the grounds are separated from the liquid by a cenirifuge 
basket of the imperforate overflow type. 

A prior patent issued to a Mr. McAllen was for an 
automatic coffee-making machine. McAllen disclosed the 
process claimed by Burgess, except that McAllen separated 
the grounds from the liquid by means of a strainer in- 
stead of a centrifuge. 

Another prior patent issued to a Mr. Englund disclosed 
a process of making coffee in which the grounds are 
separated from the liquid by centrifuge basket of the 
imperforate type. 

The Court of Customs and Patent Appeals affirmed the 
decision of the Board of Patent Appeals. The Court 
declared: ". . . the substitution of one grounds filtering 
or separating means for another does not result in a 
new coffee-making process . in any event it was old, 
as shown by Englund, to separate the grounds from the 
liquid by centrifuge . . . McAllen’s device performs the 
process claimed by appellant (Burgess), except as to the 
means of separating the coffee from the liquid. Englund 
shows this feature. Clearly, there would be no invention 
in substituting the separation process of Englund for 
that of McAllen.” 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, ‘““Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 
commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 
count of 10 percent. 


TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 
The supply of better planting material 

1. Arabicas 

2. Canephoras (Robustas) 

3. Asexual propogation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 


Coffee and Tea Industries = | 
suggests that orders for 
"Advances in Coffee Pro- | 


COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 
106 Water Street, New York 5, N. Y. 


duction Technology” be Attached find $ for .... copies of “Advances 
place ioe diately. No | in = Production Technology" at the special price of 
plans have been made for , 

a second printing of this iat 

publication and only a 

limited number of copies | 


ar? on hand. 
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The Coffeeman’s Balance Sheet 


®# ® Latest reports from the Congo 
indicate that the country’s agricul- 
tural economy has suffered a severe 
blow as a result of the continuing 
unrest. Agricultural production is 
expected to be down over past years 
if only because of several weeks lack 
of care during the continuing dis- 
turbances. Transportation difficul- 
ties have also plagued coffee pro- 
ducers in the country. Plantation 
crops are reported to be most seri- 
ously affected, even though, in most 
areas, European technical and man- 
agerial personnel have remained. 

As a result of the recent admin- 
istrative separation of the Republic 
of the Congo and Ruandi-Urundi, 
the Office des Cafes Indigenes 
(OCIRU) has been charged with 
the overall control and conditioning 
of coffee produced in the latter 
country. In the future, the report 
indicates, all Arabicas produced on 
European plantations, and Robustas 
from both European and _ native 
plantations will be subject to quality 
control by the OCIRU. All coffee 
export licenses will be issued by the 
latter on the basis of the afore- 
mentioned controls. 


# 8 The Nicaraguan economy is 
described as remaining depressed in 
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the second quarter of 1960. Despite 
the overall economy's poor record 
for the period, a coffee crop of over 
600,000 quintals (1 quintal equals 
101.4 pounds) for the current 1960- 
61 season appears virtually assured. 
This crop total is up considerably 
from the 498,000 quintal crop har- 
vested in 1959-60. Should the cur- 
rent crop prove a record, Nicaragua 
will reap the benefits of being able 
to export 88 percent of its export- 
able surplus under the terms of the 
ICA. Another plus in the Nicara- 
guan coffee economy has been the 
opening of the new soluble coffee 
plant, Cafe Soluble S.A., this sum- 
mer. The plant is eventually ex- 
pected to achieve production of an 
annual 120,000 quintals of solubles. 
Production this year should reach 
50,000 quintals. Should powdered 
coffee remain out of the Nicaraguan 
quota as assigned by the Internation- 
al Coffee agreement, it will provide 
a fairly steady market for the coun- 
try’s overquota production. 


® Honduras has reported the 
formation of an Association of Ex- 
porters of Coffee. Dr. Guillermo F. 
Pineda heads up the new organi- 
zation with the title of provisional 
president. David Kattan is first sec- 
retary, and Louis May, second sec- 
retary. The new association will rep- 
resent buyers and exporters in the 
Central American nation. 
Harvesting of the 1959-60 crop 
has been completed with total coffee 
production estimated at approxi- 
mately 220,000 bags of 60-kilogram 
weight. The figure is on a par with 
production for the previous period. 


Guatamala has announced a 
change in name of the “Official del 
Cafe.” The official decree calls for 
the agency to be known hereafter 
as the “Oficina Contralaro de Cafe.”’ 
Carlos H. Leon, with Oscar Ar- 
mando Cruz Salazar as alternate, will 
be the delegate to Fedecame. 


® @ The U. S. Department of Com- 


A review of recent notes of interest to the coffee trade 


compiled from both AMERICAN and OVERSEAS sources. 


merce reports that Ecuadorian coffee 
exports were 2.5 times greater in the 
second quarter of 1960 than for the 
comparable period in the previous 
year. Value of the exported product 
was pegged at $1.6 million as com- 
pared with only $0.6 million in 
1959. 


® ® Peru has announced the aboli- 
tion of all duties on imports of cot- 
fee. The exemption includes pay- 
ment of the basic :mport duty, as 
well as all other coffee customs sur- 
charges for a period of one year. 
This means that the basic duty of 
1.50 soles, plus 15.667 ad volorem 
surcharges on imports of green cof- 
fee into the country have been dis- 
continued, Basic explanation for the 
move is the country’s wish to assure 
a larger supply of green coffee for 
domestic consumption, The tax mor- 
itorium is also expected to prevent 
unreasonable increases in domestic 
prices. 


The recently organized Federa- 
tion of Coffee Roasters of Colombia 
is reported to be initiating a cam- 
paign in the hopes of doubling con- 
sumer consumption of coffee in that 
country. Current usage of coffee 
by Colombian consumers ts reported 
to be in excess of 500,000 bags an- 
nually. 


® ® Marcellino Martins Filho Ex- 
portadora of Rio de Janerio, report, 
in their newsletter of August 31, 
that the quality of the current Bra- 
zilian crop has been disappointing. 
The newsletter indicates that rain 
during the harvesting prepar- 
ation season was the cause. 


Overall business conditions in 
El Salvador has remained at satis- 
factory levels in the second quar- 
ter of 1960. A good coffee crop has 
been marketed, and the outlook ts 
for a record yield in the year ahead. 
El Salvador received a 1960-61 ex- 
port quota of 1,355,000 60-kilogram 
bags in the recent extension of the 
World Coffee Agreement. 
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The news item to the right is 
one of the most significant to 
appear in recent months. It is 
expected to alleviate to a great 
extent any anxiety which has 
existed in the Latin American 
and African coffee producing 
areas over the subject of syn- 
thetic coffee. 


Tax reform talk in El Salvador 
has recently centered around a pos- 
sible change in the coffee export tax 
according to the United States em- 
bassy in San Salvador. The embassy 
reports, that, “should coffee pro- 
ducers become subject to the gradu- 
ated national tax instead of the ex- 
port tax it is expected that overall 
national receipts will rise substan- 


tially.” 


# ® Indian coffee production is re- 
ported by the Foreign Commerce 
Weekly to have reached 48,000 
metric tons during 1959-60. The 
forecast for the period ahead is for 
overall coffee production of 53,000 
tons in 1960-61. Production for the 
period is based on 31,000 tons of Ara- 
bicas, and 22,000 tons of Robustas. 


Synthetic coffee not an immediate 
prospect according to NCA’s McKiernan 


A release of the National Coffee Association, issued September 12, 
points up the fact that there is no indication that synthetic coffee will ap- 
pear on the scene within the next ten years. In addition, the Association 
does not feel that it is probable that such a product will make its appearance 
during this century. 

These findings were based upon the results of a special research project 
sponsored by the National Coffee Association, which was conducted — by 
industrial chemist Dr. Samuel Lee. The results of the study were presented 
in a report before the 12th annual meeting of FEDECAME in Mexico City. 

To date, according to the report, over eighty components have been de- 
tected in coffee. Chemists are quick to admit that this list is far from 
complete. And, states Lee, there are enormous difficulties to be encountered 
in obtaining all components at 100 percent purity, and free from foreign 
flavor. 

Moreover, in flavor chemistry, the order of addition is of the utmost 
significance. Each material, as it is added, modifies the flavor of all pre- 
vious additives, and in different procedures in mixing will give varying 
guantities of identical ingredients. With one hundred constituents, there 
are literally millions of different mixing procedures and possible results. 
The report adds that procedures for retention and stabilization of elusive 
components of roasted coffee have yet to be discovered. 

“Finally,” said Mr. McKiernan, “sound evidence of complete freedom 
from any possibility of toxic manifestations will be required of all com- 
ponents of synthetic coffee individually and in combination before it will 
be legally permitted. The new food additive amendment to the U. S. 
Food, Drug and Cosmetic Act provides, among other things, that no 
chemical not previously used may be added to any foodstuff without ap- 
proval of the Food and Drug Administration.” 
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., ANDERSON, CLAYTON & CO. 


120 WALL STREET 220 FRONT STREET 
NEW YORK, N. Y. SAN FRANCISCO, CALIF. 


401 MAGAZINE STREET 
NEW ORLEANS, LA. 


ANDERSON, CLAYTON & CIA., Ltda. 
Coffee Exporters 


SANTOS © PARANAGUA ® RIO DE JANEIRO 
ANGRA DOS REIS VICTORIA 


J. A. MEDINA COMPANY 
Division of Anderson, Clayton & Co., Inc 
Coffee Importers 
New YORK 
GUATEMALA EL SALVADOR 


Agents in U.S.A., and Canada for 
A. ARISTIZABAL & CIA., Ltda. 
Coffee Exporters 
CALI, COLOMBIA 
ANDERSON, CLAYTON & CO., S.A. 
Coffee Exporters 
LIMA, PERU 


AMERICA’S FAVORITES! 


Meet the famous Maxwell House 
leaders—first in sales in every coffee 
category! Leadership like this has 
made Maxwell House the most re- 
spected name in coffee. 


Africa’s decision on 
ICA pact due this month 


COPPER LEA 


By the end of September a decision will have probably 
been reached on the overall degree of cooperation which 
can be expected from African producers in stabilizing 
coffee prices. While the recently returned ICA mission 
to the African coffee companies has expressed confidence, 
the position of the African nations still remains something 
of a question mark. Franc zone countries have already 
indicated support of the Agreement, as have Kenya, 
Tanganyika and Uganda. 

The coffee producing nations of Africa, now rapidly 
winning their independence, are expected to be in favor 
of the ICA’s stabilization of coffee prices. The fact that 
most of the countries are now emerging from colonial 
to independent status is expected to strengthen their 
affirmative consideration of the pact. As colonies they 
had refrained from attempts at price stabilizing action. 

The adherance of Uganda, Kenya and Tanganyika to 
the Agreement, with London's approval, will help iron 
out some of the past difficulties which have existed 1 
world wide markets because of the intense competition 
generated around low-priced Robusta coffees. Spokesmen 
for the coffee industry also indicated the desirability of 
an organization of African coffee producing countries 
to “clean up their own house.” This cleanup would in- 
clude the setting up of quotas and other forms of control. 

The meetings at which the decisions of the African 
nations will be made known are scheduled for late Sep- 
tember. The International Coffee Agreement’s quarterly 
meeting will be in Washington, and later conferences are 
expected to be held in London, Lisbon or Paris, relative 
to the setting up of an organization of African coffee 


producers, 


New York’s Premium Show 
attracts record crowds 


Members of the coffee and tea fraternity found them- 
selves in the minority at the recent New York Premium 
Show at New York’s Hotel Astor. For all of that it ts 
probable that the majority of them came away with a 
worthwhile selection of premium suggestions for use in 
the coming months. Growth in exhibitor participation 
has grown yearly as the continuing demand for premiums 
makes itself felt. This year a total of 334 exhibitors pre- 
sented thousands of new products for fall promotion 
planning. It is estimated that more than 5,000 buyers 
were in attendance at the show. And, according to Chair- 
man Gordon C, Bowen, “they shared a common denomin- 
ator of interest in their quest for an exchange of ideas 
through new contacts and the renewal of previous con- 
tacts.” 

One facet of the show was the annual Premium Ad- 
vertising Conference which was held on the second day 
of the show. In the opening talk of the conference, 
William P, Dunham, product group manager of General 
Foods Corporation advised on ‘How to Revitalize Self- 
Liquidating Premiums.” Another talk by Henry O. 


| Whiteside, director of J. Walter Thompson's research de- 


partment discussed the question of “Women: Do Today's 
Premium Advertisers Really Understand them?” 
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Pan-American Coffee Bureau 
launches expanded consumer advertising 


The Pan-American Coffee Bureau has announced a new 
and expanded consumer advertising campaign in the United 
States. Aimed primarily at the young homemaker the new 
campaign starts this month. Local and network television, 


and women’s magazines, will be heavily saturated with ad- 


vertising in the coming months. 

Featuring the theme, “Make It Coffee—Make It Often— 
Make It Right!’’, the Bureau's two-color advertising will 
greet the public in initial insertions starting with the October 
issue of the Ladies’ Home Journal, McCall's, and Better 
Homes and Gardens. Good Housekeeping will join the 
trio in November. 

Copy is keyed to remind readers to brew coffee properly. 
Thus the consumer will be greeted by copy which reads, 
“The happiest moments of your day often comes in coffee 


cups.’ It goes on to urge the consumer to, “Always use | 


a spanking-clean coffee measure’, and one approved measure 
to the cup.” The approved measure is a reference to the 
new Coffee Brewing Institute approved measure which is 
offered to the public for 10 cents. The measure is ac- 
companied by a folder on approved methods of coffee 
making. 

The Bureau announces that the television advertising, 
which is planned, is the first to have been conducted on 
an extensive basis. Intensive network program participation 
will be supplemented by spot schedules in the top 30 tele- 


vision markets. The one-minute spots, aimed at young | 


adults, will feature young couples in a variety of situations 


camping, at a ski cabin in mid-winter, and entertaining | 
at home, In addition teenagers will be shown at a party, | 
all brewing coffee the “right” way in various types of | 


coffee makers. 


The Coffee Bureau's new campaign is billed as being 
double the size of any program in recent years, and is de- 


signed to stimulate the desire among consumers for a richer, 
better-tasting cup of coffee. According to Bureau manager, 
Charles G. Lindsay, “We're not only telling them how to 
make coffee right, we're offering them a symbol—the ap- 
proved measure—with a view to emphasizing the simplicity 
of making a good cup of coffee every time’’. 

An example of the Bureau's trade magazine advertising 
in conjunction with the new program will be found on page 


17 of this issue of COFFEE AND TEA INDUSTRIES. 


Colombian coffee racks 
up another award 


Juan Valdez was the recip‘ent of still another award 
last month. 

This time it was The Television Commercials Council, 
consisting of 50 leading advertising executives, which rated 
the television advertising campaign for Colombian coffee 
among the top 250 television commercials to have been 
produced during 1959-'60. The commercial chosen, en- 
titled ‘Ballad Hands’, featured Juan Valdez and a ballad 
with the refrain, “Coffee of Colombia.” 

The awards thus far for the Colombian coffee advertising 
campaign have been impressive, and range from a citation 
awarded by Editor and Publisher, to praise by Advertising 
Age as being “strikingly original”. 
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YOU ARE READING THE _ ‘ewe! Tea promotes 


| tea and porcelain 


LEADING PUBLICA TION Not long ago the Jewel Tea Company, with headquarters 
in Chicago, purchased a Japanese Pavilion complete with an 
outdoor tea garden. The pavilion had originally been part 


IN THE of an exhibit at the International Trade Fair held in Chicago 
early this summer. 


Jewel's promotion department is using the Pavilion to 

COFFEE AND TEA FIELD eee | 200d advantage in moving china dinnerware, and the com- 

pany’s tea. In the most recent promotional effort, which 

was tied-in with a new store opening in suburban Glenview, 

Ill., the Japanese tea garden was set up in the store parking 

There have been changes in the format lot, Checkout girls and carryout boys in the store proper 

of COFFEE AND TEA INDUSTRIES in “TS attired in oriental costume. The promotion also in- 

| cluded quantities of Japanese Yen which were given out at 

the check out counters, on purchases of $5 and over. These 

were redeemable at the tea garden merchandise counters, 

just the beginning. In the future you'll — o¢ for ricksha rides. The boost for tea consumption came 

about at the garden where the yen were redeemable for 

generous servings of tea and cookies. So successful was the 

features which are important to you. | promotion that the company has plans for similar programs 
in the future. 


the last two months. These changes are 


find more and more in the way of editorial 


They will be rounded out with news ma- 


terial written to keep you posted on the 


fast moving coffee and tea industry. TRADE CALENDER 


WITH THIS IN MIND... September 25-28 

Tea and Coffee Association of Canada 
Seigniory Club, 
Montebello, Quebec 


are vou certain that key personnel in your 


organization will have copies of Coffee October 9-12 

and Tea Industries for their own use. If Tea Ass'n. of the U.S.A., Inc. 
Diplomat Hotel 

these men can save you time and effort Hollywood, Fla. 

by using the information contained in this 

October 29—Nov 1 


National Automatic Merchandising Assoc., 


then you lave Save money dV SUDSCTrI1D- Miami Beach, Fla. 


magazine (it’s our bet that they can) 


ing in their name. Why not do it now? 


Nov. 1-3 

Point-of-Purchase 
FILL OUT THE COUPON BELOW. WE WILL BILL Institute Exhibit, 

New York Coliseum, 
YOU LATER IF YOU PREFER... New York. N. Y. 


January 16, 17, 18, 19, 1961 


COFFEE AND TEA INDUSTRIES National Coffee Association 
106 WATER STREET, NEW YORK 5, N. Y. Boca Raton Hotel 
| Boca Raton, Fla. 


NAME 
January 12-15 
Association of Institutional Distributors 
ADDRESS oe Galt Ocean Mile Hotel 


Fort Lauderdale, Fla. 


CITY .. STATE 
January 29 - Feb. 1 

[] 1 Yr. $5.00 [] 2 Yr. $8.00 [] 3 Yr. $10.00 Super Market Institute 
Americana Hotel 

Check or Money Order Enclosed Beach: Fla. 


[] Bill Me Later 
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National Coffee Association 


launches instant coffee testing 


John C. McKiernan, president of the National Coffee 
Association has announced formulation of an instant coffee 
testing program for public purchasing ofhcials. The new 
program meshes with the association's testing program for 
roasted coffee deliveries for state and other public institu- 
tions. At the moment twelve states as well as several large 
cities and counties are users of the latter program. The new 
instant program comes as the result of increasing requests 
from various states asking for such a service. 

As set up, the instant program consists of two parts; 
(a) provision for rating of the bid samples prior to award 
of a contract, and, (b) provision for evaluation of the 
delivery sample against a sealed bid sample. According to 
the association testing will be done by one of three regional 
panels. Their addresses and chairmen are as follows. In 
New York: Mr. Fred Kohn, Chairman, Institutional Ad- 
visory Panel, National Coffee Association, 120 Wall Street. HOT OR ICED 
In New Orleans; Mr. Austin O’Brien, Chairman, Institu- 


tional Advisory Panel, Green Coffe Association of New 


Orleans, 302 Magazine Street. In San Francisco; Mr. | I 

Eugene T. Heathcote, Chairman, Institutional Advisory 

Panel, Pacific Coast Coffee Association, 465 California Yu 

Street. Information or advice concerning the program may | ad t 


be had on application to the association's New York offices. 


S. A. SCHONBRUNN & CO., INC. 
a Grand and Ruby Avenue ¢ Palisades Park, N. J. 
FEDECAME meets in New York Office: 106 Front St, N. Y. 5, N. Y. 


Mexico City 

As this issue of COFFEE AND TEA INDUSTRIES 
reaches you the twelfth general assembly of Fedecame has 
just been concluded in Mexico City. Representative of the 
new African territories, observers from Brazil and Colombia, 
France, Britain and Portugal were on hand for the meeting. 
A summary of the problems discussed included (1) cur- 
rent policics and marketing of coffee in Europe, arbitration 
with respect to European contracts; taxes imposed on coffee 
imports into Europe; and promotional programs for coffee 
consumption in the European common market. (2) Ques- 
tions concerning the ad-valorem tax under the European 
common market. (3) The pros-and-cons of the new 
markets. (4) The surplus problem, (5) The International 
Coffee Agreemnt. (6) Introduction of a contract “F” on 
the New York Coffee and Sugar Exchange. A report on 
the Mex:co City meeting will be contained in the October | ; throughout the U. S. 
issue of COFFEE AND TEA INDUSTRIES. | 


COFFEE 
TREES 


guaranteed to grow as 


potted plants... are now 


available for mailing to 
customers and prospects 


A perfect self-liquidating 
premium to be advertised 


India to end export | fag Fat only $1.00 for a pair 
of healthy two year old 


curbs on 70 items plants. 


The Indian Government has announced that in order PS: iad for a pair of 


to further a program of further expansion in Indian ex- ‘| ' 
ORCHAWAII SALES DIVISION 


ports plans are in the offing to relax controls on about . i 

seventy items. In the meantime industries were urged to | — ee Orchids of Hawaii, Inc. 
step up exports in order to reach a goal of 6,500 million | wr National Sales Office 
rupees for the year. As part of this effort the tea in- | Sis §6=©6=6=—« «309 Seventh Ave., New York 1, N. Y. 
dustry was called upon to make a special effort to boost | : . as ee Telephone: ORegon 5-6500 
sales in the face of growing competition from = such . 

countries as Ceylon and Indonesia. 
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Brazil acts to peg 
coffee prices 


The Brazilian government acted this month to uphold 
the price of the new coffee crop at plantations. The ac- 
tion means that the government will pay planters at the 
rate of 3,150 cruzeiros a bag for export grades of green 
coffee. The payment is the equivalent of $17 at the free 
exchange rate or $34.97 at the coffee dollar rate. 

Part of the blame for the failure of coffee to move was 
the fact that Brazil is presently in an election year. In 
consequence orders have been falling, and prices have 
dropped for the growers. Still another factor has been 
the heavy rain which has seriously affected crop quality. 
The New York Times reported in a dispatch from Rio 
de Janerio that ports in the country are still filled with 
the old crop. The government's action will help to 
peg prices at higher levels as planters are paid for their 
surplus, 

Late last month the Santos Commercial Association 
was reported to have telegraphed President Kubitschek 
asking for urgent government action to normalize the 
situation. According to the Association, the differential 
between prices overseas and Brazil's registration mini- 
mums was paralyzing export trade with consequent ac- 
centuated price drops in the interior. 


Brazilian — U. S. coffee pact 
approved by Maritime Board 


Announcement has been made by the Federal Mari- 
time Board of approval of arrangements among mem- 
bers of the Brazil-United States-Canada Freight Confer- 
ence which provides for the sharing of revenue in move- 
ment of coffee to Atlantic and Gulf Coast ports of call. 

The program, as approved, indicates the minimum 
number of sailings each ship line must provide during a 
six-month period. Only by adherance to this schedule 
does the line become eligible to share in the revenue. 
Provision is also made for the various percentages under 
which the revenues will be divided among participating 
companies. As reported in the August issue of COFFEE 
AND TEA INDUSTRIES these percentages range from 


37.2 percent to Moore-McCormack Lines for a total of 
25 sailings to .6 percent to the Scansa Lines for 2 sailings 
during the period. 

Halting transportation of coffee at less than Conference 
rates is the major aim of the agreement as ratified. A 
measure of success in this direction is anticipated as eas- 
ing the complaints of rebating which have been lodged 
during recent months by the Green Coffee Association 
of New York. One letter from the GCA to Conference 
Chairman George Foley suggested that individual mem- 
bers might take such measures as they deemed neces- 
sary. The association had indicated that rebates by 
certain conference members were upsetting the coffee 
market in the United States. 

The Association charges were denied by Chairman 
Foley who pointed out that rebating is illegal under 
the Shipping Act of 1916. Mr. Foley added that, in any 
event, the new agreement calling for pooling of reven- 
ues would discourage any future rebating practices by 


shipping companies. 


"Nice people” department 


Sheriff Robert Becker, the law in Clarion, Iowa, 
has made a habit of inviting Labor Day motor- 
ists to stop in for a rest, and a cup of coffee. This 
year’s tally, 10,000 motorists, 340 gallons ot 


coffee, no fatalities. 


U. S. roastings up over 
same period in 1959 


According to latest reports published in Paton’s, a rep- 
resentative group of United States roasters, the amount 
of green coffee roasted in this country (including that 
used in production of instants) to mid-August was ap- 
proximately 102.4 percent of the amount roasted to that 
date last year. The figure this year was approximately 
105.8 percent of that used in the similar period of 1958. 

Cumulatively, so far this year, roastings are listed as 
totaling 13,420,000 bags, compared with 13,110,000 in 
the same period of 1959, and 12,680,000 bags in a like 
1958 period, 


“the Folger Coffee Bean says: 


more coffee power in fo 


~ 


advertising “western style" 


Hill's Brothers billboard advertising utilizes giant letters of 
plastic. Illuminated from rear at night, letters are discernable 
from long distances. Bulletins are moved to new locations each 
month for greater coverage. Folger's, above, has announced 
addition of Montana and Nevada to network of painted high- 
way bulletins. Placed strategically, these show driving time, 
in minutes, to next major city. As a result motoring public is 
highly aware of product tie-in. 
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A. L. Ransonorr Inc. 


Gilles 


NEW YORK 


Cable Address 


“RANWILLIG” 108 Front Street 


C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 


BOwling Green 9-6549 


JAMES A. ALEXANDER 


COFFEE BROKER 


90 FRONT STREET NEW YORK 5, N. Y. 


Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. | 


Edward P. McCauley & Co., Inc. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 


JAMES PHYFE INC. 


H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 
IMPORTERS - JOBBERS 
COFFEE - TEA 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., New York 5, N. Y. | 
Cable Address: Phyfe, N. Y. | 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
"Laticlave" 


| 


J. N. SOARES CO. 


NEW YORK 5, N. Y. 
Cable Address: 
""JOSOARES"' New York 


ent for Angolan Shippers 


MEMBER: GREEN COFFEE AS OF NEW YORK CITY, INC. 
NATIONAL COFFEE ASSOCIATION 


110 FRONT ST. 
Telephone: 
WHitehall 4-8152 


S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 


ERNEST SINGHOFEN & Co., INC. 


125 Broad Street New York 4, N. Y. 
Coffee 
REAMER, TURNER & CO. 
COFFEE NEW YORK 
Brokers and Import Agents TEL.: WHITEHALL 4-8182 109 FRONT STREET 
104 FRONT ST. NEW YORK 
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“We were 
taking the plan 


for granted” 


“You know, Ed, it’s so easy to take these things for granted. 
I knew we'd put in the Payroll Savings Plan a long time 
ago. So I just assumed we had a good, sizable number of our 
employees who were buying U.S. Savings Bonds regularly. 

“Well, last week. our chairman asked me for the exact 
figures. When I checked up I found we had less than a 
third of our people making regular use of the Plan. We 
needed to have someone explain—in person—the conven- 
ience and soundness of this fine thrift program. 

“I contacted our State Savings Bonds Director right 
away. With his quick, friendly help we set up a thorough 
canvass of everybody on the staff. We found that many of 
our company family were just waiting to have someone tell 
them how simple it is to share in this sound, systematic 
thrift plan. Then the polite suggestion, “And why not start 
now?’ really did the work. Today we have a participation 
were proud of, and we're taking steps to increase it still 
more, every payday.” 

Experience of leading companies shows that spreading 
Payroll Savings information through the organization, per- 
son-to-person, results in quick increases in participation. 
And that brings such welcome benefits as lower employee 
turnover, better safety records and the keen satisfaction of 
helping your people to contribute to our Nations Peace 
Power. 
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ALL U.S. SAVINGS BONDS—OLD OR NEW—EARN ¥2% MORE THAN BEFORE e. | 
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TWE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE. 
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@ PRODUCT MERCHANDISING 


SALADA MAKES FRIENDS FOR THE 
PRODUCT VIA ‘‘TEA TAG’’ MESSAGES 


In these days of hard and soft 
sells, it seems unusual for a com- 
pany to give up free advertising 
space. 

But that is just what Salada- 
Shirriff-Horsey has done, and 
without losing sales. In fact, it 
has gained in consumer appreci- 
ation as a result of a warm, hu- 
man touch on its Salada tea bags. 

Salada, like most other tea 
packers, had printed its brand 
name on both sides of the tags at- 
tached to its tea bags. One side 
of the tag carried the brand 
name, and the other a product 
Messave. 

This pattern was followed un- 
til, one day, it occurred to John 
W. Colpitts, Manager of Pur- 
chases, that one side of the tags 
be used for tea-making hints. 


Soon the thought arose of 
using this space for a little “fun 
and philosophy,” according to 
Mr. Colpitts. Salada’s now-fam- 
ous Tag Lines were born. Tea 
drinkers everywhere have written 
letters of appreciation to the com- 
pany for the added pleasure and 
entertainment they receive with 
their tea. 

The message are varied, rang- 
ing from humorous sayings to in- 
spirational themes. Some stress 
friendliness, others philosophy, 
such as: 

... It's better to have loved a 
short man than never to have 
loved a tall. 

Don't complain because 
rose bushes have thorns; be glad 
they have roses. 

... Chop your own wood and 


it will warm you twice. 

SA Be careful of your 
thoughts; they may break into 
words at any time. 

... Always put off until tomor- 
row the things you shouldn't do 
today. 

... Always hold your head up 
—but keep your nose at a friend- 
ly level. 

Properly used, stumbling 
blocks can be stepping stones, 

... The time to make friends 
is before you need them. 

Marriage is like a tourni- 
quet; it stops your circulation, 

Some teachers read Tag Lines 
to their classes to start each day 
with a good thought. One airline 
pilot reads five or six over the 
public address system during his 
customary address to passengers. 
Some hospital patients—and even 
children—have begun collections 
of Tag Lines, and trade their 
duplicates to others. 

An ambulatory patient at a 
large Boston hospital wrote that 
he enjoyed Tag Lines so much 


(Continued on following page) 
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PRIMER 
FOR 
COFFEEMEN 


. that’s the best descrip- 
tion of “The Coffeeman’s 
Manual.” 


To newcomers in the coffee 
business it is meant to provide 
a sufficient background of 
knowledge for intelligent un- 
derstanding of the entire 
field. 


To coffee salesmen it will 
provide new avenues of ap- 
proach to their competitive 
problems—and a sure basis of 
up to-date information with 
which to combat unsound 
claims, and unreasonable com- 
plaints from their clients. 


To retail dealers and their 
sales people it provides a 
brief and simple hand book 
from which to cull sales ap- 
peals and advertising ideas 
for the most important profit 
item in the grocery field. 


Small in size, large in con- 
tent, “The Coffeeman’s Man- 
answers the questions 
that you want to clarify. 

Included are such areas as 
aroma tests, brewing grinds, 
flavor testing, cleaning and 
cooling techniques, roasting 
procedures, laboratory equip- 
ment, in short the necessary 
requirements to a working 
knowledge of how to meet 
the problems of the coffee- 
man’s working day. 

“The Coffeeman’s Manual” 
is available at $2.50 per copy. 
To be sure that yours is on 
hand when needed write .. . 


COFFEE AND TEA 


INDUSTRIES 
106 WATER STREET 
NEW YORK 5, NW. Y. 


Salada makes friends with "tea tags" 


(Continued from page 41) 


that he once sneaked out of the 
hospital to buy Salada tea bags 
(the hospital used another 
brand). He requested some ap- 
propriate Tag Lines for use in 
the hospital. 

By return mail, he received a 
series of Tag Lines, including: 
“A sick man who takes a turn for 
the nurse is getting better.” 

Salada could not account for 
the fact that institutional sales 
had jumped by more than 50 per 
cent at a Gloucester, Mass., hos- 
pital, Investigating the reason, 
the company discovered that pa- 
tients were saving the sayings. 

One of the most touching let- 
ters received about “Tag Lines’ 
arrived from a woman who wrote: 

“IT was admitted to the hospital 
on a late Wednesday afternoon 
for a breast tumor operation. | 
cannot express the depression and 
fear I felt. When the supper 
tray was served I refused it. But 
when a cup of tea was served, 
the tag called for reading. 

“This is what J read. ‘Have 
faith. Nothing is as bad as it 
could be.’ I have never come 
across this Tag Line again and 
find it so strange to have en- 
countered it only once when I 
needed faith so much.” 

The phrase was written by Mr. 
Colpitts, who had used it at a 
family crisis. He has always been 
interested in words, famous let- 
ters, sayings, quotations, and sim- 
iles and has made a study of 


them. Active in Methodist church 
administration and youth organi- 
zations, Colpitts has held clerical 
posts ranging from Sunday 
School teacher to Boston District 
Lay Leader. 

In describing the inspiration 
for the Tag Lines to Dr. Norman 
Vincent Peale, who wrote Salada 
to praise the Tag Lines, Mr. Col- 
pitts said: 

“Personally I have always been 
intrigued with quotations, 
especially those that are friendly 
and contain philosophical truths. 
A great many of them might 
be referred to as ‘sentence ser- 
mons.’ 

There are 16 different tags in 
each box of 48 tea bags. Almost 
500 sayings have been used, mil- 
lions being seen each week. Most 
are based on research by Mr, Col- 
pitts, and the only persons quoted 
directly thus far have been Ben- 
jamin Franklin, Thomas Edison 
and John Keats. Mr. Colpitts has, 
however, originated a great many 
Tag Lines and has rephrased 
some established sayings which 
were too long in their original 
form for use as Tag Lines. 

Salada launched the idea with- 
out any promotion. Hundreds of 
letters from consumers expressing 
thanks for Tag Lines—some urg- 
ing the company never to stop 
them—have proved their value. 
A delicate balance is maintained 
between types of sayings, and 
new ones are constantly added to 
keep consumer interest at a peak, 


Inventor's Corner... 


We were interested in a letter received from a reader the other 
day. The writer pointed out that a rash of new appliances for 


cars are now on the market. 


These even include a plug-in 


“Car-B-Cue” that grills two frankfurters and toasts the buns 


at the same time. 


What our correspondent points out, is that, while it’s nice 
to be able to roast a hot dog while racing along the highway, 
it would be even nicer if someone would think up a dashboard 
gadget which would furnish a hot cup of coffee, and tea, as 
needed. We pass this suggestion along to our friends in the 


vending industry for what it is worth. 


Certainly even the 


number of traveling salesmen on the road these days should war- 


rant such an adaptable appliance. 
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Alcoa announces a 
tear-off can top 


Two of the nation’s top producers of metals for the can 


manufacturing trade have come up with major new 


products. The Aluminum Company of America has an- 
nounced the development of a new can top that a con- 
sumer is able to open by pulling on a tab. The new can 
development is reported to do away with the necessity 
of a can opener. It was jointly researched by engineers 
of Alcoa, and the United Shoe Machinery Corp. The 
new type can top is not yet available for the general 
market, but is presently being market-tested on frozen 
orange juice cans by the Minute Maid Corporation in 
Providence, R. I. 

Still another development in can material is currently 
being produced by United States Steel. Trade-named 
“Ferrolite,” the new material is a tin-plated steel which 
is only half as thick as the older can “tin-plate.” Beside 
the weight advantage which is gained through the use 
of the new material United States Steel indicates that 
its price is considerably lower than that of conventional 
“tin-plate.” 


Coffee, tea, spices shine 
at Fancy Food show in N. Y. 


There was ample evidence last month of the fact that 
the American consumer's taste buds are becoming in- 
creasingly educated in the matter of gourmet foods. No 
one, looking at the profusion of old favorites, and new 
products displayed at the National Fancy Food and Con- 
fection show could underestimate the fact that here was 
a big, and growing industry. Held in New York's Hotel 
Astor, the show featured the products of a larger num- 
ber of coffee, tea and spice people than has been the 
case in previous years. 

Greatest indication of the growing consumer interest 
in these latter products could be found in such products 
as coffee. Mixed with anise, with chicory, and with 
cocoa, these specialty coffees appeared to be selling well. 
One enterprising concern even talked of a coffee instant 
which would contain pleasing amounts of cinnamon and 


licorice, 


A superior cup of coffee brings its just rewards. That fact was 
proved to the owners of The Oakridge White Spot, in Van- 
couver, last month. CBI's ‘Gold Cup Award" was delivered 
to the restaurant by the Institute's Jack Leach, center. Nat 


Bailey, of White Spot, right, receives plaque, while Charley 


Galbraith, of Dickson Importing, looks on. 
SEPTEMBER, 1960 


The Product Picture 


The literature listed below contains specialized 
information of interest to the readers of COFFEE 
AND TEA INDUSTRIES. It is available simply by 
filling out the coupon at the bottom of the page. 


—“Golden Brew” Automatic Urn 

Cecilware-Commodore Products Corp., has an- 
nounced the addition of automatic coffee urns to 
its “Golden-Brew” line. Made in single and twin 
models, the units produce uniformly good coffee, 
to CBI standards, by the gallon. All operations 
are automatic with exception of coffee insertion. 
Water reservoir fills automatically, Robertshaw 
thermostat insures uniform heat. Urn operator may 
select desired formula (ranging from 1144 to 3 
gallons of water per pound of coffee) through 
push-button use. Components are described as be- 
ing easily removed for adjustments if needed. 
Meter 

Industrial Processes, Inc., have announced intro- 
duction of an accurate method of weighing and 
metering dry-flow materials without interruption. 
The new meter operates on an impact principle, 
translating unit weight of stream flow into elec- 
trical current. Optional instruments give direct 
readings in unit weight per unit time, (2) make per- 
manent recording of flow, (3) or, totalize readings 
for any time period. Described as providing low 
cost approach to complete automation of dry-flow 
bulk materials. 

—Electric Glass Coffeemaker 

Proctor-Silex Corporation, have available a new 
model automatic electric coffeemaker to sell in the 
popular price field. The new unit is similar in 
design and construction to higher priced models 
except that it is chrome trimmed, and has pre-set 
flavor control instead of an adjustable control. 
Percolation is automatically controlled and drinking 
temperature is held. Percolates two to nine cups. 
Operates on AC current, 565 watts, 115 volts, UL 
approved, 
Weighing System 

Exact Weight Scale Co., Columbus, Ohio, has 
announced a new type machine for high-precision 
continuous weighing. Fully automatic, the unit is 
based on accurately net weighed quantities dumped 
at uniform intervals. The continuous weighing ma- 
chine introduces a new and improved system for 
inserting dry additives into processing lines. Design 
of the machine permits handling of products in 
quantities from 1 oz. to 3 pounds, with hoppers and 
feeder conveyors available in various capacities. 


COFFEE AND TEA INDUSTTRIES SEPT. 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES ABBREVIATIONS FOR PORTS 
Ahl Trans Car—Ahimann Trans Caribbean Line Hoegh—Hoegh Lines At—Atlantic ports 
Alcoa—Alcoa Steamship Co. Hol-Pan—Holland-Pan-American Line Ba—Baltimore 
Af-Pac—African Pacific Line Independence—|ndependence Line Bo—Boston 
m-Pres—American President Lines JavPac—Java Pacific Line Chicago , 
Am-Rep—American Republics Line . Chsn—Charleston 
Am-W Afr—American-West African Line Kisen Ltd. Cl—Cleveland 
B-Afr—Beigian African Line ipPing De—Detroit 
Barb-Wn—Barber Wilhelmsen Line Ga—Galveston 
Barb-Frn—Barber-Fern Line Gf—Gulf Ports 
Barb-W Afr—Barber-West African Line Maersk—Maersk Line Ha—Halifax 
Baron—Baron lino Line Mam—Mamenic Line 
Bl-Dia—Black Diamond Steamship Co. Nedlloyd—Nediloyd Line : HR—Hampton Roads 
Star Line Lid. Nopal—Northern Pan-American Line avila 
Brodin—Brodin Line Norton—Norton Line LA—Los Angeles 
Carib—Caribbean Central American Line O-M-E—Orient Mid-East Lines Mo—Mobile 
Col—Columbus Line PacFar—Pacific Far East Line, Inc. bate Mantraal 
Line Pac-Rep—Pacific Republics Line Opleane 
Cunard—Brockiebanks’ Cunard Service PacTrans—Pacific Transport Lines, Inc NY—New York 
Daido—Daido Liné Pioneer—American Pioneer Line Nawoock News 
Line PTL—Pacific Transport Lines, Inc. 
Dodero—Dodero Lines R Neth—Royal Netherland Steamship Co. Pa—Philadelphia 
Eld-Dem—Elder Dempster Lines Robin—Robin Line Po—Portland 
El!-Buck—Ellerman & Bucknel! S.S. Co. Scindia—Scindia Steam Navigation Co., Ltd. PS—Puget Sound 
Farrell—Farre!! Lines SCross—Southern Cross Line Sa—Savannah 
Grace—Grace Line Sev-Stars—Seven Stars (Africa) Line $D—San Diego 
2 Granco—Grancolombiana (New York}, Inc. Swed-Am—Swedish American Line SF—San Francisco 
Gulf—Gulf & South American Steamship Co., Inc. Torm—Torm Lines Se—Seattle 
y GWA—Gulf West Africa Line UFruit—United Fruit Co. St Jo—Saint John 
Wes-Lar—Westfal Larsen Co. Line Ta—Tacoma 


Hellenic—Hellenic Lines Ltd. 
Hansa—Hansa Line 


Yamashita—Yamashita Line Va—Vancouver 


Moreover, lines may scnedule sailings not shown in this schedule. 


Ports and dates are subject to change, should exigencies require. 


— 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 


COFFEE & TEA INDUSTRIES and The Flavor Field 


ship sailings 
LATIN AMERICA 


ARGENTINA 
Buenos Aires 
9/11 Mcrmacpride Am- Rep Ba9/27 Pa9/28 NY9/29 Bol0/1 MI10/5 
9/11 Rio Tunuyan Arg-State NY9/29 9/12 Evanger Wes-Lar LA10/15  SF10/17 Pol0/23 
9/25 Rio de La Plata Arg-State NY10/13 Val0/27 
10/9 Rio Jachal Arg-State NY10/27 9/12 Del Viento Delta NO10/3 Hol0/7 
10/30 Rio Tunuyan Arg-State NY11/27 9/16 Express Nopal NO10/3 Hol0/6 
11/13 Rio de La Plata Arg-State NY12/1 9/17 Gunanabara Lloyd NY10/7 
9/18 Mormactern Am-Rep NY10/9 Bol0/12 Pal0/14 Bal0/16 Nf10/17 
AZ 9/19 Zosma Hol- Pan NY10/7 Bol0/10 Bal0/12 Pal0/14 
BRAZIL 9/19 Del Sud Delta NO10/5 Hol0/12 
: 9/20 Antonina Brodin Bal0/9 NY10/11 Pal0/14 Bol0/16 MI10/21 
Angra dos Reis 9/21 Chile Lloyd N010/9 Hol0/15 
9/15 Del Viento Delta NO10/3 Hol0/7 9/21 Val0/31 Sell/1 Poll/3 
9/16 Evanger Wes-Lar  LA10/15 SF10/17 Pol0/23 Sel0/25 Val0/27 9/23 Snefie 
9/17 Mormacsea Am-Rep  Jx10/1 NY10/5 Bol0/8 Bal0/10 Palo/12 9/24 Mormacswan Am-Rep Ja / 
9/18 Express Nopal N010/3 Hol0/6 Bal0/27 
9/23 Mormactern Am-Rep  NY10/9 Bol0/12 Pal0/14 Bal0/16 Nf10/17 9/26 Del Rio Deita N010/17 Hol0/21 
9/29 Mormacswan Am-Rep Jx10/16 NY10/20 Palo/25 «9/28 Mormaclark m-Rep 010/ 
Bal0/27 
9/29 Del Rio Delta NO10/17 Hol0/21 9/30 Nordglimt Nopal N010/17 Hol0/20 
10/3 Del Aires Delta N010/24 Hol0/28 
10/2 Nordglimt Nopal N010/17 Hol0/20 Bal0/25 Pal0/27 NY10/27 8010/31 
10/2 Mormactark Am-Rep NY10/19 Ho0l0/22 Mormacteal 
Nf10/27 
10/8 Mormacteal Am- Rep Bal0/25 Pal0/27 NY10/27 Bol0/31 Mi11/5 10/10 Anne Chwistina Hol-Pan NY10/28 Bol0/31 Ball/1 Pall/3 
10/20 Del Oro Delta NO11/7 Holl/11 
iM / 
11/3 De undo Delta NO11/21 Holl1/25 10/17 Paraguai paar NY11/6 
10/21 Trader Nopal NO11/6 Hol1/9 
Paranagua 10/24 Del Norte Delta NO11/9 Holl1/16 
10/27 Domingos Lloyd NY11/15 
9/10 Mormacsea Am- Rep Jx10/1 NY10/5 Bo010/8 Bal0/10 Pal0/12 10/31 Del Mundo Delta NO11/21 Holl/25 


More African coffee than ever is being imported by 
the U. S. And more of it, too, is being carried by Farrell 
Liners—pioneer in the development of American- 
African trade. The Farrell fleet, boasting 14 fast liners, 
is uniquely experienced to handle coffee cargo— 

from its special loading and stowing 

system, to scientific ventilation and control, 

to frequent at-sea inspection. In the increasing 
two-way American-African trade, 
cargo on the go goes Farrell—the 
only regularly-scheduled line 
linking America with all three 
African ocean coasts. 


RELL LINES 


_ *African coffee imports by the U. S. 26 Beaver Street |— A major fleet under the American 
amounted to $120 million in 1959— New York 4, N. Y. Flag, developing African trade 
as compared to only $9 million in 1948. Whitehall 4-7460 exclusively for over 35 years. 
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FAST DEPENDABLE DELIVERY @ ! 


. .. of your mild coffees 
to United States markets... rely on 


UNITED FRUIT @ 
COMPANY 


Cteomship 


Regular Sailings between 


GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA HONDURAS 
and 
NEW ORLEANS 


HOUSTON 


NEW YORK 


NEW YORK: 
Pier 3, North River 
NEW ORLEANS: 

321 St. Charles Ave. 


SINCE 1871 


IMPORTERS 


BLENDERS 


PACKERS 


WEDDLE TEA COMPANY 


108 WATER STREET, NEW YORK 5 


With a background knowledge 
gained through many years of designing 
superbly effective tea packages 
Weddle Tea Company offers the dis- 
criminating buyer the most com- 
plete line of specialty teas and packag- 
ing available in the tea industry. 


MEMBER—TEA ASSOCIATION OF THE U.S.A. 


BRAZIL 


Rio 


10 
10 
1l 
14 
15 
15 
16 
16 
18 
19 
20 
21 
22 
24 
24 
25 
26 
27 
29 
30 


9/30 
9/30 


ll 


11/3 
11/4 


10 
14 
14 
14 
15 


15 
16 
17 
19 
19 
20 
21 
22 
22 
23 
24 
9/28 
9/28 
9/28 
9/29 
10/1 
10/1 
10/3 
10/5 
10/7 
10/9 
10/11 


COFFEE EA 


Santos 


de Janeiro 


Lia 

Progress 
Haiti 
Mormacsurf 
Rio Tunuyan 
Mormacpride 
Argentina 
Del Viento 
Mormacsea 
Express 
Evanger 
Guanabara 
Del Sud 
Antonina 
Mormactern 
Chile 
Snefjeid 
Mormacisle 
Rio de La Plata 
Mormacswan 


Brasil 

Del Rio 
Brasil 
Nordglimt 
Mormaclark 


Del Aires 
Mormacteal 


10 Argentina 


Mormacdawn 


13 Rio Jachal 
13 Del Mar 
20 Paraguai 
21 Del Oro 
24 Trader 

27 Del Norte 
/30 Domingos 


Rio Tunuyan 
Del Mundo 


/17_ Rio de La Plata 


Mormacyork 
Rio Tunuyan 
Mormacpride 
Del Santos 
Evanger 


Argentina 
Mormacsea 
Express 
Mormacsurf 
Guanabara 
Zosma 

Del Sud 
Antonina 
Mormactern 
Chile 
Snefjeld 
Mormacswan 
Rio de La Plata 
Del Rio 
Brasil 
Nordglimt 
Mormaclark 
Mormacisie 
Del Aires 
Mormacteal 
Argentina 
Anne Christina 


Brodin 
Nopal 
Lloyd 
Pac- Rep 
Arg-State 
Aim- Rep 
Am-Rep 
Delta 
Am- Rep 
Nopal 
Wes- Lar 
Lloyd 
Delta 
Brodin 
Am- Rep 
Lloyd 
Nopal 
Pac-Rep 
Arg-State 
Am-Rep 


Am- Rep 
Delta 
Lloyd 
Nopal 
Am-Rep 


Delta 
Am-Rep 


Lloyd 
Pac-Rep 


Arg- State 
Delta 
Lloyd 
Delta 
Nopal 
Deita 
Lloyd 
Arg - State 
Delta 
Arg-State 


Am- Rep 
Arg-State 
Am- Rep 
Delta 
Wes-Lar 


Am- Rep 
Am-Rep 
Nopal 
Pac- Rep 
Lloyd 
Hol-Pan 
Delta 
Brodin 
Am- Rep 
Lloyd 
Nopal 
Am-Rep 
Arg- State 
Delta 
Am- Rep 
Nopal 
Am-Rep 
Pac-Rep 
Delta 
Am-Rep 
Lloyd 
Hol- Pan 


INDUSTRIES 


Ba9/25 NY9/27 Pa9/29 Bol0/1 MI10/5 
N09/24 H09/28 

NY9/27 

LA10/18 SF10/21 Val0/31 Sell/1 Poll/3 
NY9/29 

Ba9/27 Pa9/28 NY9/29 Bol0/1 MI10/5 
NY9/26 

NO10/3 Hol0/7 

Jx10/1 NY10/5 Bol0/8 Bal0/10 12 
N010/3 Hol0/6 

LA10/15 SF10/17 Pol0/23 Sel0/25 Val0 
NY10/7 

NO10/5 Hol0/12 

Bal0/9 NY10/11 Pal0/14 Bol0/16 
NY10/9 Bol0/12 Pal0/14 Bal0/16 Nfl0 
N010/9 Hol0/15 

N010/11 Hol0/14 


LAl11/1 SF11/4 Vall/14 Sell/15 Poll 17 

NYO/13 

Jx10/16 NY10/20 Bol0/23 Pal0/25 
Bal0/27 

NY10/11 

N010/17 Hol0/21 

NY10/17 

N010/17 Hol0/20 

NY10/19 Bol0/22 Pal0/24 Bal0 26 
Nfl10/27 

N010/24 Hol10/28 

Bal0/25 Pal0 27 NY10/28 Bol0/31 
Mi11/5 

NY10/27 

LA11/15 SF11/18 Vall/28 Sell /29 
Pol2/1 

NY10/27 

N010/26 Holl/2 

NY11/6 


NO11/7 Holl/1l 
NO11/6 Holl/9 
NO11/9 Holl/16 
NY11/15 
NY11/17 

NO11/21 Holl/25 
NY12/1 


Bo9/30 Wfl0/2 Bal0/3 Pal0/4 

NY9/29 

Ba9/27 Pa9/28 NY9/29 Bol0/1 MI10/5 

NO10/3 Hol0/7 

LAl10/15 SF10/17 Pol0/23 Sel0/25 
Val0/27 

NY9/26 


Jx10/1 NY10/5 Bol0/8 Bal0/10 Pal0/12 
N010/3 Hol10/6 

LA10/18 SF10/21 Val0/31 Sell/1 Poll/3 
NY10/7 

NY10/7 Bol0/10 Bal0/12 Pal0/14 
NO10/5 Hol0/12 

Bal0/9 NY10/11 Pal0/14 Bol0/16 MI10/21 
NY10/9 Bol0/12 Pal0/14 Bal0/16 Nf10/17 
N01-0/9 Hol0/15 

N010/11 Hol0/14 

Jx10/16 NY10/20 Bol0/23 Pal0/25 Bal0/27 
NY10/13 

N010/17 Hol0/21 

NY10/11 

N010/17 Hol0/20 

NY10/19 Bol0/22 Pal0/24 Bal0/26 Nf10/27 
LAl1/1 SF11/4 Vall/14 Sell/15 Poil/17 
N010/24 Hol0/28 

Bal0/25 Pal0/27 NY10/28 Bol0/31 MI11/5 
NY10/27 

NY10/28 Bol0/31 Pall/3 


and The 


Field 


Flavor 
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10/12 
10/12 
10/17 
10/19 
10/19 
10/22 
10/26 
10/29 
11/2 

11/2 

11/16 


Rio Jachal 
Del Mar 
Mormacdawn 
Del Oro 
Paraguai 
Trader 

Del Norte 
Domingos 
Del Mundo 
Rio Tunuyan 
Rio de La Plata 


Victoria 


9/11 


Progress 


9/18 Del Viento 


9/20 
9/26 
9/27 
10/2 
10/4 
10/9 
10/23 
11/6 


Express 
Chile 
Snefjeld 
De! Rio 
Nordglimt 
Del Aires 
De! Oro 
Del Mundo 


COLOMBIA 


Baranquilla 


9/20 


Brinton 


Buenaventura 


9/14 


Cd de Cali 


Arg- State 
Delta 
Pac- Rep 
Delta 
Lloyd 
Nopal 
Delta 
Lloyd 
Delta 
Arg-State 
Arg- State 


Nopal 
Deita 
Nopal 
Lloyd 
Nopal 
Delta 
Nopal 
Delta 
Delta 
Delta 


Lykes 


Granco 


RIO DE JANEIRO: DELTA LINE, INC. ‘ 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime at Comerciale 


LUANDA 


Hull, Blyth (Angola), Ltd. 


LOBITO & MATADI 
Agence Maritime Internationale S. A. 


A Partner 
~ of the 
Coffee Industry 
since 1919 


MISSISSIPPI] SHIPPING COMPANY, INC. * NEW ORLEANS 


NEW YORK — CHICAGO 
ST. LOUIS — HOUSTON 


NY10/27 

N010/26 Holl/2 
LA11/15 SF11/18 Vall/28 Sell/29 Pol2/1 
NO11/7 Holl/11 
NY11/6 

N011/6 Holl1/9 
N011/9 Holl/16 
NY11/15 
NO11/21 Holl/25 
NY11/17 

NY12/1 


N09/24 H09/28 
N010/3 Hol0/7 
N010/3 Hol0/6 
N010/9 Hol0/15 
N010/11 Hol0/14 
N010/17 Hol0/21 
N010/17 Ho010/20 
N010/24 Ho010/28 
NO11/7 Holl/11 
NO11/21 Hol1/25 


Hol0/4 


Ho9/22 N09/24 


9/16 Manuel Mejia Granco Ba9/22 NY9/24 

9/19 Farmer Gulf H09/26 N09/30 

9/21 Santa Fe Grace LA10/7 SF10/9 Sel0/14 Pol0/19 
9/23 Cd de Pasto Granco Bo9/29 NY10/2 

9/27 Ravnaas Granco Bol0/6 Mi10/14 

9/30 Cd de Barranquilla Granco Bal0/6 NY10/9 

9/30 Merchant Gulf Hol0/7 NO10/11 

10/3 Santa Mariana Grace LA10/11 SF10/13 Pol0/17 Sel0/21 
10/7 Santa Adela Grace LA10/16 SF10/19 Pol0/25 Sel0/27 
10/21 Santa Anita Grace LA11/5 SF11/7 Sell1/13 Poll/18 
Cartagena 

9/17 H. Grammerstorf Granco NY9/17 

9/20 Brinton Lykes Hol0/4 

ECUADOR 

Guayaquil 

9/10 Cd de Cali Granco Ho9/22 N09/24 

9/12 Manuel Majia Granco Ba9/22 NY9/24 

9/19 Cd de Pasto Granco Ba9/29 NY10/2 

9/23 Ravnaas Granco Bol0/6 M110/14 

9/26 Cd de Barranquilla Granco Bal0/6 NY10/9 

CUBA 

Havana 

9/13 Anita Bolten Carib NY9/18 

9/20 Karl Christian Carib NY9/25 

9/27 Mataura Carib NY10/2 

10/3 Elisabeth Schulte Carib NY10/9 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 
Regular weekly sailings 


WEST AFRICA 


ANGOLA, CAMEROONS, 
IVORY COAST, LIBERIA 
and REPUBLIC of CONGO 


AGENTS: 


SEPTEMBER, 


1960 


Direct regular service 


ship sailings 


47 


= 
= 
d 
- 
\ 
= oF af | 
| 
A 
‘ < 
— | 
- 


An American Flag Freighter 
Every 10 Days 


from Buenaventura to GUATEMALA 


Houston and New 
Orleans, Our regularly 


Port Barrios 


scheduled sailings, | 9/11 Olav Bjorke Granco Ho9/17 NO9/21 
: 9/14 Karl Christian Carib NY9/25 
efficient cargo hand: arctic Gul UFruit  H0o9/21 NO9/23 
ling and fast 9/15 Leith Hill UFruit 
service can solve 9/18 Michigan French LA9/24 SF9/27 Val0/3 Sel0/6 Pol0/9 
some of your | 9/19 Arctic Gull UF ruit NY9/26 ’ 
green coffee 9/21 Mataura Carib NY10/2 
fi 9/23 P. Toscanelli Italian LA9 28 SF10/1 Val0/6 Sel0/11 Pold 14 
inventory 9/28 Elisabeth Schulte Carib NY10/9 
problems. 10/1 Santa Fe Grace LA10/7 SF10/9 PS10/14 
10/3 Winnipeg French LA10/9 SF10/12 Val0/17 Sel0/21 Pol0/22 7 
10/5 Anita Bolten Carib NY10/16 
10/22 A. Volta italian LA10/27 SF10/31 Vall/4 Sell/9 Poll/12 


10/26 Maryland French LA11/1 SF11/4 Vall/10 Sell/13 Poll/16 


HONDURAS 


Belize 


Ho9/21 NO09/23 
NY10/2 


UFruit 
Carib 


9/13 Leith Hill 
9/22. Mataura 


GULF & Port Cortez 


SOUTH AMERICAN 9/10 Christiane UF ruit N09/13 
9/11 Karl Christian Carib NY9/25 
STEAMSHIP 0., INC. 9/17 Leith Hill UFruit Ho9/21 N09/23 
821 Gravier St. 9/13 mataura Carib NY10/2 
New Orleans 12, La. | 9/20 Arctic Guill UF ruit NY9/26 
In other cities call | 9/25 Elisabeth Schulte Carib NY10/9 
Lykes or Grace 10/2 Anita Bolten Carib NY10/16 


NICARAGUA 


Corinto 


| 9/16 Majorka Mam NY9/29 
é al | 9/23 El Salvador Mam Hol0/1 NO10/5 
10/7 NY10/23 


Costa Rica Mam 
th D ifforence | 10/14 Managua Mam Hol0/23 NO10/27 
nds | La Libertad 
/ 9/13 Majorka Mam NY9 29 
9/20 El Salvador Mam Hol0/1 NO10/5 
10/4 Costa Rica Mam NY10/23 
10/11 Managua Mam Hol10/23 NO10/27 
Most of our clients, like yourself, have learned ? 
to take for granted the unique habit we have La Union 
of keeping you posted on what is going on with 9/14 Majorka ies NY9/29 
your shipments-arrivals, delays, late arrivals of 9/21 EI Salvador Mam Hol0/1 NO10/5 
vessels, changes in scheduled routing, rates, regu- Rica 
° ° anagua 
lations, papers, and myriad other details of for- 
warding. 
MEXICO 
You take these details for granted, but we don’t. : 
Tampico 


Our personnel is trained to take nothing for 
granted. They are taught that each seemingly 9/16 Luciana Cubemex — N'Y9/26 
little detail is as important as the whole. 


That is why our customers are not afraid to Vera Cruz 
recommend us to others even for first time jobs 


° 9/15 Luciana Cubamex NY9/26 
that are fraught with difficulties. 


9/29 Magdalena Reith Cubamex NY10/10 


PUERTO RICO 


San Juan 


JACKSON & SON, Inc. 


Shipping Representatives Since 1902 — 


9/18 Majorka Mam NY10/3 
i P. Oo. Box 137, New Orleans 3, La. . 9/25 El! Salvador Mam Hol0/1 NO10/5 
10/12 Costa Rica Mam NY10/23 
Every needed facility—plus common sense! 


COFFEE & TEA INDUSTRIES and The Flavor Field 


ie 
ibs 


ship sailings 


AFRICA 
10/21 Stee! Traveler Isthmian Boll/10 NY11/11 
ANGOLA 11/2 Samarinda JavPac NY11/23. LA12/11 SF12/16 Pol2/23 
$el2/26 Val2/30 
Luanda 11/7 Examiner Am- Exp Boll/29 NY12/1 Pal2/4 HR12/6 Sal2/9 
Chsnl2/10 Bal2/14 
9/13 Del Sol Delta N010/14 
9/16 Dei Valle Delta N010/9 
9/23 Afr Dawn Farre!| NY10/27 
10/2 Afr Pilgrim Farrell NY11/11 GHANA 
10/17 Del Alba De'ta NO11/9 
10/19 Afr Glen Farrell NY11/25 
11/5 Del Santos Delta NO11/27 Takoradi 
9/12 Tana Am-WAfr USA9/30 
BELGIAN CONGO 9/28 Ferngrove Am-WAfr USA10/15 
10/2 Vigrid BI-Star NY10/20 Pal0/24 Bal0/25 Nfl0/26 
Matadi 10/15 Tatra Am-WAfr USA10/30 
10/24 Cordoba BI-Star NY11/14 Pall/16 Ball/17 Nfll/18 
9/11 Del Sol Deita N010/14 Corneville Am-WAfr USA11/15 
9/14 Del Valle Deita N010/9 11/15 Tana Am-WAfr USA11/30 
9/16 Afr Glade Farrell NY10/14 
9/22 Afr Dawn Farrel! NY10/27 
10/14 Afr Pilgrim Farrell NY11/11 
10/15 Del Alba Delta NO11/9 IVORY COAST 
10/18 Afr Glen Farrell NY11/25 
11/3 De! Santos Delta NO11/27 Abidijan 
9/13 Afr Grove Farrel! NY9 30 
FRENCH CAMEROUNS 9/16 Tana Am-WAfr USA9/30 
9/23 Del Valle Delta N010/9 
Douala 9/27 Afr Glade Farrell NY10/14 
9/28 Del Sol Delta N010/14 
9/17 Afr Dawn Farrel! NY10/27 Ferngrove Am-WAfr USA11/15 
9/21 Afr Grove Am-WAfr USA10/15 Loulea Bi-Dia NY10/20 
9/22 Vigrid BI-Star NY10/20 Pal0/24 Bal0/25 Nfl0/26 10/5 Vigrid BI-Star NY10/20 Pal0/24 Bal0/25 Nf10/26 
9/24 Loulea Bi-Dia NY10/20 10/10 Afr Dawn Farrell NY10/27 
10/8 Tatra Am-WAfr USA10/31 10/18 Tatra Am-WAfr USA10/31 
10/13 Afr Glen Farrel! NY11/25 10/24 Del Alba Delta N011/9 
10/17 Cordoba BI- Star NY11/14 Pall/16 Ball/17 Nfll1/18 10/25 Afr Pilgrim Farrell NY11/11 
10/24 Beyla BI-Dia NY11/20 10/29 Cordoba BI-Star NY11/14 Pall1/16 Ball/17 Nfl1l1/18 
10/25 Corneville Am-WAfr USA11/15 11/2. Beyla BI-Dia NY11/20 
11/8 Tana Am-WAfr USA11/30 11/4 Corneville Am-WAfr USA11/15 
11/8 Afr Glen Farrell NY11/25 
11/11 Del Santos Delta NO11/27 
FRENCH SOMALILAND 11/17 Tana Am-WAfr USA11/30 
Djibouti 
9/24 Steel Admiral Isthmian Bol0/12 NY10/13 KENYA 
10/2 Rotti JavPac NY10/23 LAl1/11 SF11/16 Poll /23 Mombasa 
$ell/26 Vall/30 
10/6 Flyer Isthmian Bol0/25 NY10/26 9/13 Sakishima Maru Baron NY10/19 
10/7 Excelsior Am-Exp Bol0/30 NY11/1 Pall/4 HR11/6 S$all/9 9/18 Leslie Lykes N010/24 Hol0/28 
Chsnl1/10 Ball/14 9/27 Rotti JavPac NY10/23. LA1I1/11 SF11/16 Pol /23 
10/8 Stee! Navigator Isthmian NY10/28 NO11/6 $el1/26 Vall/30 


Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 
General Agents 

MATADI 30 Broad Street, New York 4, N.Y.* HAnover 2-1500 

DOUALA West African Agents 

ABIDJAN MATADI: Agetraf, S. C. A. R. b., 3 rue de Vivi, P.O. Box 36, Matadi, 
Belgian Congo. 

po ce etl DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 
Cameroons. 

via modern cargo liners | APIOJAN: Goud. Barthe, 

Ship your cargo via MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberia. 

THE BLUE LINERS— FREETOWN: Scandinavian Shipping Agencies Limited, 9 Gloucester St., 

MAERSK LINERS® P.O. Box 130, Freetown, Sierra Leone. 
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Regular Service 


From The Principal Brazilian Ports to: 
NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


NEW YORK 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


= Bringing North and South America nearer each other. LLOYD i 
= BRASILEIRO makes the Good Neighbor a Close Neighbor. = 


NEW YORK 


17 Battery Place 


NEW ORLEANS 
Queen & Crescent Bldg. 


] 
TWENTY-FIVE, 


YEARS OF 
CONTINUOUS 


DEPENDABLE 
| SERVICE TO 
| THE COFFEE 


TRADE 


j 


| 
| 


IVARAN 


AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 


§TOCKARD 


STEAMSHIP 


Yours for the Asking 


is a monthly “Reader Service” 
of Coffee & Tea Industries. The 
booklets listed elsewhere in this 
issue contain specialized, detailed 


information on various subjects. 
This literature is yours for the 


asking.  Merel) 


coupon and mail, 


fill out the 


10/4 Afr Planet Farrell 
10/6 Okishima Maru Baron 
10/11 Charlotte Lykes 


10/17 Afr Crescent Farrell 
10/27 Samarinda JavPac 
11/14 Afr Star Farre'l 
MOZAMBIQUE 

Beira 

9/28 Afr Planet Farrell 
10/13 Afr Crescent Farrell 
11/10 Afr Star Farrel! 
NIGERIA 

Lagos 

9/30 Vigrid BI-Star 
10/22 Cordoba BI-Star 


TANGANYIKA 


Dar es Salaam 


9/14 Afr Pilct Farrell 
9/15 Sakishima Maru Baron 
9/23 Rotti JavPac 


9/24 Leslie Lykes 
10/8 Okishima Maru Baron 


10/12 Afr Planet Farrell 
10/19 Charlotte Lykes 
10/24 Samarinda JavPac 

10/25 Afr Crescent Farrel! 
11/22 Afr Star Farrell 
Tanga 

9/12 Afr Pilot Farrell 
9/20 Rotti JavPac 
10/10 Afr Plavet Farrell 
10/23 Afr Crescent Farrel! 
10/26 Samarinda JavPac 
11/20 Afr Star Farreli 
CEYLON 

Colombo 

9/13 Jackson Am- Pres 
9/15 Steel Director Isthmian 
9/15 City of Madras Ell- Buck 
9/15 City of Birmingham Ell-Buck 
9/16 Stee! Admiral Isthmian 
9/24 Olga Maersk 
9/29 Steel Flyer Isthmian 
9/29 Excelsior Am- Exp 
10/1 Steel Navigator Isthmian 
10/6 Peter Maersk 
10/6 Adams Am- Pres 
10/14 Steel Traveler Isthmian 
10/15 Jalavishvajyoti Scindia 
10/25 Leda Maersk 
11/3 Hayes Am- Pres 
11/6 Laust Maersk 


COPPEES& TEA 


11/15 Jaladharati Scindia 


INDUSTRIES 


Boll/1l NY11/13 
NY11/13 

N011/19 Holl/23 
Boll/24 NY11/26 


Bol2/22 NY12/24 


Boll/11 NY11/13 
Boll/24 NY11/26 
Bol2/22 NY12/24 


NY10/20 Pal0/24 Bal0/25 Nf10/26 
NY11/14 Pall/16 Ball/17 Nfl1/18 


Bol0/15 NyY10/17 
NY10/19 
NY10/23. 11 
N010 ‘24 Hol0/28 
NY11 13 

Boll/11 NY11/13 
NO11/19 Holl/23 


Boll /24 NY11/726 
Bol2 22 NY12/24 


NYI0/17 


Bo"1/11 NY11/13 
Bell /24 NYI1/26 
NY11/23. -LA12/11 


‘22 NY12/24 


ASIA 


NY10/19 


N010/16 


Bol0/14 NY10/16 Nfl0/21 Bal0/22 


M110/17 
Bol0/12 NY10/13 


Hal0/20 NY10/23 Mi11/6 


Bol0/25 NY10/26 


Bol0/30 NY11/1 Pall/4 HR11/6 Sall/9 


NY10/28 NO11/6 


Hall/3 NY11/6 MI11/20 
Boll/16 


NY11/11 


Boll/10 NY11/11 


Boll/9 NY11/10 NO11/22 


Hall/18 NY11/21 
NY12/9 Bol2/14 


Hal2/4 NY12/7 


and The 


Bol2/9 NY12/10 NO12/22 


Pol2/13 
Val2/30 


SF12/16 


SF11/16 /23 
Sel1/26 Val1/30 


S$F12/16 Pol2/23 
$el2/26 Val2/30 


SF11/16 = /23 
$el1/26 Val1/30 


SF12/16 Pol2/23 
$el2/26 Val2/30 


Mal0/27 
HR10/28 


Pal0/26 


Chsn11/10 Ball/14 


Pall/18 ~=Ball1/19 
HR11/21 
Pal2/16 ~=—Bal2/17 
HR12/19 


Field 


Flavor 


| 
| 
we 
| 
(‘ee conroran 
17 BATTERY PLACE 
NEW YORK 4,0... 
Whitehall 3-240 
BALTIMORE: 
101 Bourse Bldg, 


ship sailings 


Trincomalee Cochin 


10/13 Jalavishvajyoti Scindia Boll/9 NY11/10 NO11/22 9/15 Jackson Am- Pres NY10/19 Bol0/20 Pal0/26 Bal0/27 
11/13 Jaladharati Scindia Bol2/9 NY12/10 NO12/22 HR10/28 
Exemplar Am-Exp Bol0/13. -NY10/15  Pal0/18 ~—-HR10/20 
$al0/23 Chsnl10/24 Bal0/28 
/ City of Birmingham Ell-Buck MI10/17 
HONG KONG Stee! Admiral Isthmian Bol0/12_ NY10/13 
Excelsior Am-Exp Bol0/30 NY11/1 Pall/4 HR11/6 Sall/9 
Mist Pioneer NY10/21 Bal0/25 Nf10/27 Pal0/29 Chsnl1/10 Ball/14 
Yamawaka Maru Yamashita NY10/18 Pal0/23 Bal0/24 Nfl0/27 Steel Flyer Isthmian Bol0/25 NY10/26 
Johnson Am-Pres SF10/7 LA10/10 SD10/16 Van Buren Am-Pres  SF10/17 LA10/20 $D10/26 
Nevada Maru K Line SF10/12 NY10/26 Silverwave Hoegh NY11/3 Pall/6 Ball/7 Nfll/8 Gall/13 
Nicoline Maersk LA10/12 NY10/27 Holl/15 NO11/17 
Taiten Maru K Line NO11/8 Holl/11 Moll1/17 Gall/29 10 Steel Navigator Isthmian NY10/28 NO11/6 
Grant Am-Pres LA10*10 NY10/26 = Mall/1 Adams Am-Pres  NY11/11 8Boll/16 Pall/18  Ball/19 
HR11/10 Boll/5 HR11/21 
Korean Bear Pac- Far SF10/16 LA10/21 Steel Traveler Isthmian Bol1/10 NY11/11 
Wilson Am-Pres SF10/19 10/17 Jalavishvajyoti Scindia Boll/9 NY11/10 NO11/22 
Johannes Maersk SF10/26 NY11/12 10/17 Exminster Am-Exp 
10/8 Hoover Am- Pres SF10/28 $al1/22 Chsnl1/23 Ball/24 
10/18 Marit Maersk SF11/9 10/20 Monroe Am-Pres = NY11/27 Bol2/1 Pal2/4 HR12/5 
10/22 Cleveland Am-Pres SF11/9 11/1 Examiner Am-Exp NY11/29 NY12/1 Pal2/4 Hal2/6 $al2/9 
10/26 Jefferson Am-Pres  LA11/11 NY11/27 Pal2/1 Bal2/2 Bol2/5 Chsn12/10 Bal2/14 
HR12/10 11/2 Dene Hoegh NY12/3 Pal2/6 Bal2/7 Nfl2/8 Gal2/13 
11/3 Jeppesen Maersk S$F11/29 NY12/13 Hol2/15 NO12/17 
11/5 Hayes Am- Pres NY12/9 Bol2/14 Pal2/16 Bal2/17 
HR12/19 
INDIA Jaladharati Scindia Bol2/9 NY12/10 NO12/22 
Cairn Hoegh NY1/4 Pal/7 Bal/8 Nfl/9 Gal/14 Hol/16 
NO1/18 


Calcutta 
9/10 Steel Director Isthmian N010/16 INDONESIA 


9/20 Steel Navigator Isthmian NY10/28 NO11/6 
9/29 Excelsior Am- Exp Bol0/30 NY11/1 Pall/4 HR11/6 Sall/9 Djakarta 
Chsnl1/10 Ball/14 
10/9  Jalavishvajyoti Scindia Boll/9 NY11/10 NO11/22 9/11 Steel Flyer Isthmian Bol0/25 NY10/26 
11/9 Jaladharati Scindia Bol2/9 NY12/10 NO12/22 9/12 Peter Maersk Hall/3 NY11/6 MI11/20 


NEDLLOYD LINE 


AFRICA SERVICE 


Fast Monthly Sailings 
FROM: 
East Africa, Djibouti and Assab 
VIA: Mediterranean 
TO: Atlantic Coast Ports, New 
Orleans* and Pacific Coast Ports 


Optional Bills of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 
New Orleans 
Strachan Shipping Co. 
1607 American Bank Bldg. 
San Francisco 
Transpacific Transportation Co. 
351 California Street 
Vancouver 


Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


* Direct or with transshipment 


Wood — 


"It's one of Nedlloyd's fast freighters—that was"! 
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FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 


FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 
Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 


McKinley 


Steel Traveler 
Leda 
Jefferson 


10/12 Laust 
10/14 Pierce 


JAPAN 
Kobe 


9/10 
9/11 
9/15 


Cleveland 
Chastine 
Moor 


9/22 
9/22 
9/25 
9/26 
9/27 
10/2 
10/3 


Johnson 
Yamawaka Maru 
Mist 
Nicoline 
Nevada Maru 
Van Buren 
Taiten Maru 
10/5 Wilson 
10/5 Myth 
10/10 Johannes 
10/10 Garfield 
10/13 Hoover 
10/15 Main 
10/26 Cleveland 
10/26 Marit 
10/28 Harrison 
11/9 Taylor 
11/11 Jeppesen 


Nagoya 


9/11 Taylor 

9/12 Chastine 
9/23 Johnson 
9/27  Nicoline 
9/28 Nevada Maru 
10/5 Taiten Maru 
10/11 Johannes 
10/11 Garfield 
10/27 Marit 


Am- Pres 


Isthmian 
Maersk 
Am- Pres 


Maersk 
Am- Pres 


Am- Pres 
Maersk 
Pioneer 


Am- Pres 
Yamashita 
Pioneer 
Maersk 

K Line 
Am- Pres 
K Line 
Am- Pres 
Pioneer 
Maersk 
Am- Pres 
Am- Pres 
Pioneer 
Am- Pres 
Maersk 
Am- Pres 
Am- Pres 
Maersk 


Am- Pres 
Maersk 
Am- Pres 
Maersk 
K Line 
K Line 
Maersk 
Am- Pres 
Maersk 


LA10/29 SF1l/1 NY11/14 Pall/18 Ball/19 
Bol/21 HR11/26 
Boll/10 NY11/11 
Hall/18 NY11/21 
LA11/11 NY11/27 Pal2/1 Bal2/2 Bol2/5 
HR12/10 


Hal2/4 NY12/7 


LAl1/24 NY12/10 Pal2/15  Bal2/16 
Bol2/20 HR12/25 
SF9/24 
SF9/26 NY10/13 
NY10/10 Pal0/18 
Bol0/21 


SF10/7 LA10/10 $D10/16 

NY10/18 Pal0/23 Bal0/24 Nfl0/27 
NY10/21 Bal0/23 Bal0/27 Pal0/29 
LA10/12 NY10/27 

SF10/12 NY10/26 

SF10/17 LA10/20 $D10/26 

NO11/8 Holl/11 Moll/17 Gall/29 
SF10/19 
NY10/30 
SF10/26 
SF10/23 
SF10/28 
NY11/10 
SF11/9 
LA11/11 
SF11/13 
SF11/23 
S$F11/29 


Ball/3 Nfl1/5 Pall/7 Boll/10 
NY11/12 
LA10/26 SD11/1 


Ball/14 Nfl1/16 Pall/18 


NY11/26 
LA11/16 
LA11/26 $012/2 
NY12/13 


SF11/23 LA11/26 $D12/2 

SF9/26 NY10/13 

SF10/7 LA10/10 $D10/16 
LA10/12 NY10/27 

SF10/12 NY10/26 

NO11/8 Holl/11 Moll/17 Gall/29 
SF10/26 NY11/12 

SF10/23 LA10/26 SF11/1 

LA11/11 NY11/26 


10/29 Harrison 
11/10 Taylor 
11/12 Jeppesen 


Shimizu 


Taylor 
Chastine 
Moor 


Johnson 
Mist 
Nicoline 
Nevada Maru 
Van Buren 
Taiten Maru 
Myth 
Garfield 
Johannes 
Main 

Marit 
Harrison 
Taylor 
Jeppesen 


Yokohama 


wwowwo 


9 
14 
15 
/19 
28 
1 
/13 
15 


Cleveland 
Taylor 
Chastine 
Moor 
Yamawaka Maru 
Johnson 

Mist 

Nicoline 
Nevada Maru 
Wilson 

Taiten Maru 
Myth 

Hoover 
Johannes 

Main 

Cleveland 
Harrison 
Taylor 
Jeppesen 


ship sailings 


Am- Pres 
Am- Pres 
Maersk 


Am- Pres 
Maersk 
Pioneer 


Am- Pres 
Pioneer 
Maersk 
K Line 
Am- Pres 
K Line 
Pioneer 
Am- Pres 
Maersk 
Pioneer 
Maersk 
Am- Pres 
Am- Pres 
Maersk 


Am- Pres 
Am- Pres 
Maersk 
Pioneer 


Yamashita 
Am- Pres 
Pioneer 
Maersk 

K Line 
Am- Pres 
K Line 
Pioneer 
Am- Pres 
Maersk 
Pioneer 
Am- Pres 
Am- Pres 
Am- Pres 
Maersk 


$F11/13 LA11/16 
SF11/23 LAi1/26 $D12/2 
SF11/29 NY12/13 


SF9/23 LA9/26 S$D10/2 
SF9/26 NY10/13 


NY10/10  Bal0/14 Pal0/18 


Bol0/21 


Nf10/16 


SF10/7 LA10*10 SD10/16 

NY10/21 Bal0/25 Nf10/27 Pal0d 
LAl10/12 NY10/27 

SF10/12 NY10/26 

SF10/17 LA10/20 $D10/26 
NO11/8 Holl/11 Moll/17 Gall/29 
NY10/20 Ball/3 Nfll/5 Pall/7 Bol1/10 
SF10/23 LA10/26 $D11/1 

SF10/26 NY11/12 

NY11/10 Ball/14 Nfl1/16 Pall, 18 
LAl1/11 NY11/26 

SF11/13 LA11/16 

SF11/23 LA11/26 $D12/2 
SF11/29 NY12/13 


SF9/24 
SF9/23 LA9/26 S$D10/2 
SF9/26 NY10/13 


NY10/10 Bal0/14 Pal0/18 


Bol0/21 
NY10/18 Pal0/23 Bal0/24 Nfl0/27 
SF10/7 LA10/10 $D10/16 
NY10/21 Bal0/25 Nfl0/27 Pal0/29 
LA10/12 NY10/27 
SF10/12 NY10/26 
SF10/19 
NO11/8 Holl/11 Moll/17 Gall/29 
NY10/30 Ball/3 Nfll/5 Pall/7 Boll /10 
SF10/28 
SF10/26 NY11/12 
NY11/10 Ball/14 Nfl1/16 Pall/18 
SF11/9 
SF11/3 LA11/16 
SF11/23 LA11/26 $D12/2 
SF11/29 NY12/13 


Nf10/16 


24 STATE STREET 


52 


TORM LINE 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 
GENERAL AGENTS 
CABLE: TORMLINE 


TEA 


INDUSTRIES 


NEW YORK 4, NEW YORK 


“\ £2 OS? o>} 
fi 
4 (LCA _ A 
; 
10/2 
10/3 
9/12 
9/1/ 
9/24 
9/27 
9/28 
9/29 
10/4 
10/6 
10/7 
10/12 
10/12 
20/17 
10/28 
10/30 
11/11 
11/13 
9/26 
9/26 
9/29 
9/30 
10/7 
10/7 
10 
10 
10 
10 
i0 
11 


Chicago coffee via Seaway; 
second shipment in October 


This year’s coffee shipment via the St. Lawrence Sea- 
way is slated to arrive in Chicago in October aboard the 
Moore-McCormack Lines “Mooremac Pride.” 

The shipment, 10,000 bags of South American coffee, 
is not a regular service, nor is it a test project or the fore- 
runner of regular scheduling of deliveries from South 
America to Great Lakes seaports, a Moore-McCormack 
steamship official in Chicago indicated. 

It is a special project service, a one-shot deal, the offi- 
cial said. The “Mooremac Pride” is returning from South 
America after hauling machinery from the port of Mil- 
waukee, Wis., and the coffee shipment is part of a return 
point special project. 

Although 1960 will see coffee ship arrivals doubling 
the 1959 number, regularily scheduled service between 
coffee ports and Great Lakes cities is still far from be- 
coming a reality. 

Several coffee companies here still are testing the cost 
and time factors involved in an all-water transportation 
route from South America as compared with ship-rail 
and truck rates along the usual boat to New York, then 
overland carrier to Chicago. 

Lack of export rail and truck rates from cities outside 
Great Lakes port cities is an offsetting factor, a transpor- 
tation official said here. 

One coffee company official said that coffee shipped 
via the Seaway is cheaper by about one-third of a cent per 
pound. 

In some instances, he added, it is easier for midwestern 
shippers to send their goods to New York City for ship 
placement because of the export rates charged by shipper 
from the midwest to coast ports, and vice-versa, said the 
transportation official. 

Time is another costly factor. It takes longer to ship by 
an all-water route than to a coast port, thence inland 
via rail or truck. Large coffee cargoes mean heavy fi- 
nancial investments riding the seas, plus the financing 
of such cargoes, he said. 

Some coffee company officials here pointed out that 
regularly scheduled steamship runs from coffee coun- 
tries would bolster the experience and confidence of 
Chicago coffee companies to accept deliveries on an all- 
water route. 

Although some Chicago roasters are accepting parts 
of the Mooremac Pride's coffee cargo, there is still a re- 
luctance on the part of other firms here to take all-water 
cargoes, observers here said, because of the feeling that 
water arrivals constitute rejected coffee lots. 

Distribution from Chicago to other cities is another 
problem vexing the smooth development of seaway 
coffee shipments. Sources here said that it is far easier 
to ship coffee from the traditional ports of New York 
and New Orleans than to get shipments underway from 
Chicago to other cities. 

Added to this is the over-all impression that the sea- 
way has fallen below expectations in terms of tonnage 
shipped and received. The rosy plans of heavy movement 
to and from Great Lakes seaports is not being fulfilled, and 
won't be for some time, barring unforseen circumstances. 
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If and when regular coffee service on all-water route 
is established, then interest seemingly will pick up here. 
Until then, the seaway continues to be a giant laboratory 
as far as coffee companies are concerned. 


Shipping Notes 


e A traditional New York welcome was accorded Gran- 
Colombiana’s newest ship, the M/S Ciudad de Pereira, 
when she arrived on September 4 on her maiden voyage 
from Ecuador. The ship, latest addition to GranColom- 
biana’s fleet of 45 cargo vessels has a deadweight of 
12,000 tons. The Ciudad De Pereira is the third of four 
new vessels ordered by the line. The fourth, the M/S 
Ciudad De Armenia is due in New York some time in 
November. 


e The United Philippine Lines of Manila, has named 
Stockard Shipping Co., Inc., New York, as agent for 
the new express freight service between the United 
States and Far East ports. The line will be established 
with a nucleus of new 20-knot freighters being built for 
the Philippines in Japan. Three of the vessels, the Philip- 
pine President Quezon, the Philippine Rizal, and the 
Philippines have been delivered and are presently under- 
going fitting in Manila. According to A. V. Rocha, 
board vice chairman of the new company, the line is 
“the starting point of a new Philippine merchant fleet 
which, in addition to eventually carrying 30 percent of 
the commerce between the U. S. and the Philippines, 
will also operate to Hong Kong, Korea, Formosa, Japan, 
and other East Ports.” 


e Columbus Lines, Inc., has indicated that it will send 
the first of its ships into inland waters in October. The 
sailing will take the Cap Castillo through the St. Law- 
rence Seaway and into the Great Lakes with port of 
destination Erie, Pa. The vessel will load cargo at Itajai, 
Brazil, for delivery at the latter port. The ship has also 
been scheduled to make a stop at Toronto in November. 
Columbus Lines, a member of the River Plate and Brazil 
shipping conference is a subsidiary of the 85-year old 
Hamburg-South American Steamship Co. 


e Two west coast ports have announced new records for 
cargo and revenue through their respective facilities. Los 
Angeles reports that general port revenue and overall 
cargo tonnage both set all time highs for the fiscal year 
which ended recently. General cargo through the port 
reached 4,351,828 tons, a gain of 8 percent over the 
previous year. Seattle also claimed a new record for 
ship arrivals, reporting that 1,170 ships arrived in Puget 
Sound during the first six months of 1960. The figure 
represents a gain of 12 percent over the same period last 
year. 


e The state of Virginia has plans for new Hampton 
Roads facilities which will make that port among the 
country’s major points of entry for cargo. The specifi- 
cations call for a $17-million dollar terminal to be built 
at Norfolk's Lambert Point. The four berth terminal will 
be operated by the Norfolk and Western Railroad on 
lease from the Virginia State Port Authority. 
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® ® Pakistan has announced a slight 
amendment in their tea export polli- 
cy. The change means that the com- 
pulsory export quota for the current 
year has been fixed at 17-million 
pounds, against the 20- million 
pounds exported in 1959. Also de- 
cided upon, according to the report, 
was the sale of 14-million pounds 
through the Chittagong auctions, the 
balance being consigned to the Lon- 
den auctions. The estimated crop 
at the end of April was running only 
2.0-million pounds behind the same 
period last year, However, the severe 
drought damage which has come 
about this year in the north eastern 
part of the continent indicates that 
a reevaluation of this year’s project- 
ed crop will be necessary. The dam- 
age already done to tea plantings 
reportedly is so severe that re- 
sponsible spokesmen are of the opin- 
ion that Pakistanian production this 


year may not exceed 50-million 
pounds. London's “Tea and Rub- 
ber Mail’ indicated that total loss 
to mature plantings because of the 
severe weather conditions amounted 
to from five to ten percent of the 
tea bushes. Overall effect on young 
tea plantings was reported to have 
been even more severe. It was fear- 
ed that the overall effect of the 
drought would be to increase 
amounts of plain teas being offered 
with a consequent depressing ef- 
fect on prices. 


® According to recent statistics 
issued by Britain's International Tea 
Committee, the United Kingdom 
still remains the country where the 
most tea is drunk. Last year, ac- 
cording to the report, $04,600,000 
pounds of tea were imported for 
consumption in the United King- 
dom and Ireland. The figure in 


Tea Pickings 


A review of recent notes of interest to the tea trade com- 


piled from both AMERICAN and OVERSEAS sources. 


Nestles stages a series of 
not-so-mad ‘tea parties” 


Forty thousand English housewives are back in thei k-tchens 
sampling Nestea Instant Tea, after attending a series of “tea parties” 
staged in their home towns to promote the product. Jointly spon- 
sored by Nestle, Ltd., and the “Star,” one of England's large-circu- 
lation evening newspapers, the parties were held mn the town halls 
of several of the larger towns surrounding London. With well known 
English comedians acting as hosts, each party featured a fashion 
thow, special audience participation, and on-stage demonstrations 
of Nestea. To build interest for the parties, the newspaper staged 
a “Search for the Happiest Housewife’ contest three weeks in ad- 
vance of the party. During the demonstrations, sample packs of the 
product, and an attached folder “Have a Good Cup of Tea” were 


distributed to each audience. 
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1958 was 374,969,000 pounds, and 
for the previous year 585,841,000 
pounds. The figure is indicative 
of the fact that tea is losing some 
ground with the English consumer, 
perhaps as a result of the increas- 
ing popularity of coffee. The re- 
port went on to show imports in- 
to North America and the West 
Indies of 155,000,000 pounds, an 
increase over the previous year of 
6,500,000 pounds. Africa took 149,- 
700,000 pounds compared with re- 
corded imports of 167,800,000 
pounds in 1958. Imports into Rus- 
sia were reported as falling from 
56,500,000 pounds to 51,300,000 
pounds. 


3 8 The Ceylon Tea Propaganda 
Board has announced, in its an- 
nual report, that as there has been 
no change in overall patterns of 
world tea consumption the group 
has seen no need to modify their 
overall promotion pattern. 

Commenting on individual mar- 
kets of special significance, the 
Board's report on the United King- 
dom, pointed out that this mar- 
ket consumes one third of the 
Island’s tea exports. Average price 
for Ceylonese tea on the London 
auctions was said to have risen 
in the past year, while that of other 
exporting areas declined. In Aus- 
tralia, Ceylon maintains its post- 
tion as the supplier of over 60 
percent of all tea consumed. In 
the Middle East the prospects for 
Ceylon tea have continued to im- 
prove with Iraq remaining as Cey- 
lon’s fourth best customer. 
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In the report due credit was 
given to the success of the Tea 
Council campaigns in the United 
States. It points out that the year 
just past was a year of solid  suc- 
cess for the U. S. tea industry. Cey- 
lon tea’s were described as mak- 
ing considerable progress in this 
market as a result of these cam- 
paigns. 


® 8 London's Tea and Rubber Mail, 
reporting on a_ recent speech by 
India’s Deputy Minister for Com- 
merce and Industry, quotes Shri Sat- 
ish Chandra as advising that his 
government fully shares the anxiety 
of the tea trade regarding promo- 
tional efforts in traditional markets. 
However, he added, whenever there 
was a setback in exports, the ten- 
dency was to attribute the fact to in- 
sufficient promotional efforts. He 
suggested that mere publicity alone 
would not help, but that, in his 
Opinion, it was of more importance 
to provide greater efficiency between 
the plantation and the foreign buyer. 
In other words, Chandra cautioned 
that what was necessary Was ad- 
herence to specifications and de- 
livery schedules; also that price for 
quality be made competitive, and 
quality be improved where neces- 
sary. 

He suggested that organized 
bodies of tea planters should prevent 
“get rich” planters, and free lance 
exporters from spoiling the estab- 
lished good name of the Indian tea. 
The nub of Chandra’s speech re- 
volved about the fact that if the 
Indian tea industry made an earnest 
effort to increase production of 
quality teas it could satisfy existing 
demands, and also explore new and 
fertile markets for the product. 

Tea production at the end of the 
Third Five Year Plan has been 
ticketed at 850 millions pounds, a 
figure which did not inspire opti- 
mism, in his opinion. Such a figure, 
at the end of 1965, is 135 million 
more than the actual output of 715 
million pounds achieved in 1958. A 
target of 550 million pounds for ex- 
port in 1965 is only 42 million pounds 
more than the 508 million pounds 
exported in 1958. 


SEPTEMBER, 1960 


Tea’s in the News ... 


. . . by this time the various segments of our 
trade whose interest lies in the direction of tea are 
geared and ready for the upcoming Tea Associ- 
ation convention. With hurricane “Donna” behind 
us it is to be hoped that the weather will be fine. 
Certainly the convention program, as_ presently 
lined up, has all the indications of being as assured 
success, and the overall outlook for the trade points 


to smooth sailing ahead. 


For some time now we've wondered about the 
traditional appearance of our respective trade jour- 
nals at a point late in the particular month of issue. 
It didn’t seem quite right that a book carrying a 
July publication date should appear, say, on July 
25th, or later. That's why effective with the 
October issue of ‘Coffee and Tea Industries” we've 
decided to set our own house in order. The Oc- 
tober issue of this publication will be ready for 
distribution early next month. And, as a matter 
of fact, we're bursting with pride over the plans 
we have for this special convention issue. Initial 
distribution will be made at Hollywood, Florida, 
to the assembled convention-goers. We're quite 
sure that in format and content ‘Coffee and Tea 
Industries” will, in this issue, prove a point. With 
83-years of publishing experience under its belt 
it is fhe leading publication in our particular 


trade. 


and so tS 
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SPICE MILL 


The article which follows, which originally appeared 
in the “Brazilian Bulletin,” is indicative of the growing 
importance of Brazil as a pepper producing area. Im- 
ports of this commodity have increased steadily, reaching 
a new high in the year 1959. 

Higher prices for pepper, probably the most popular 
of all spices, have been reported in the commodities mar- 
kets for many weeks past. Spot prices of 68 and 69 cents 
a pound, depending upon grade, prevailed early in July. 
On some days future prices rose as much as four cents a 
pound, the daily permissible limit. 


World Use Rises 


Restricted offerings from India and Indonesia, the two 
leading sources of pepper supply, have been the cause 
of the price increases, abetted by a syndicate of Oriental 
spice traders which has been systematically buying up 
pepper since 1958. At the same time, world consumption 
has grown; it was 62,000 long tons in 1959. 

With limited supplies of pepper coming from the 
largest producing countries, market attention is turning 
to the countries contributing smaller percentages of the 
total crop. Together, Brazil, Madagascar, Ceylon and 
Thailand grow about twenty per cent of the world’s 
pepper. 


U, S. Chief Importer 


The United States has been the principal importer of 
Brazilian pepper, a commodity purchase which exceeded 
two thousand long tons a couple of years ago. This 
amount was in excess of domestic consumption, since 
there are restrictions on the importation of pepper into 
Brazil. 


Importation of Pepper into U. S. 


Year Total From Brazil 
1957 US$7,484,145 US$157,663 
1958 7,668,004 137,201 
1959 5,853,213 307,378 


The Amazon Valley is the largest producing area for 
pepper in the country, where it is grown in conjunction 
with jute and rice. Immigrants from Japan introduced 


Restricted offerings of pepper at Far Eastern sources, 


plus higher prices, have increased the importance of ... 


Brazil’s pepper crop 


pepper culture into Brazil and are its chief growers, 
producing both “black’’ and ‘white’ varieties. 


Crops Date From ‘48 


The first pepper plants were brought to Brazil from 
India in the 1930's but production in commercial quan- 
tities was begun in 1948. Experimentation under the 
Ministry of Agriculture around Itapiranga, State of 
Amazonas, proved sufficiently successful to warrant larger 
scale plantings. Since 1949 these have continued steadily 
to increase in size. 

The State of Para has been the heaviest producer, 
followed by the States of Paraiba, Ceara, Pernambuco, 
Sao Paulo, Espirito Santo, Maranhao and Rio Grande 
do Norte. 


Pepper Manual 


Very practical assistance to pepper farmers and pros- 
pective pepper farmers is offered by pamphlets like the 
one prepared by the Department of Agricultural Assis- 
tance of the Commercial Association of Amazonas en- 
titled Photographic Directions on the Planting of Pepper 
and published in Manaus. Number of plantings to a hec- 
tare, arrangement of plants on the field, fertilization, cul- 
tivation, complementary crops and expectations of normal 
growth are all advised upon. 

Most distinguished among the pepper-growing colonies 
has been Tomé-Acu on the Acara River in the State of 
Para. A colony with a distinctly oriental touch, Tome- 
Acu was settled by Japanese immigrants at the close of 
World War II. By a recent count the municipality had 
4,338 inhabitants, whose principal occupation is pepper 
culture. In 1958 the town produced 2,310 tons worth 
Cr$115,000,000. Before the close of 1959 more than 
3,000 tons of pepper had been shipped from there. 


Ships to Belém 


Shipment is by water to Belém and over the Braganga 
Railroad. The Agricultural Cooperative of Tomé-Agu is 
set up to help the farmers and encourage the exportation 
of the product. It maintains various types of agricultural 
warehouses and garages for equipment, which the farmers 
share. 
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Pepper export promotion 
council formed 


According to latest reports from the Far East, a Pepper 
Export Promotion Council has been newly formed at 
Cochin. The new council is expected to undertake export 
promotion activities which had previously been handled 
by the Cashew and Pepper Export Promotion Council. 
The later group is a nonresident member of the American 
Spice Trade Association. In the initial report announcing 
the formation of the new promotional group it was indi- 
cated that the following spices, with approximate values 
noted, were exported from India in the year 1959. 

Indian Spice Exports and Value—1959 
approximate vaiues in dollars 


Third annual ASTA outing 
rates high with members 


The American Spice Trade Association’s third annual 
outing and golf party, held at the Dellwood Country 
Club in New City, New York, September 14, seems to 
have lost none of its attractions for the average mem- 
ber. Estimates of the outing indicate that more than 100 
members of the metropolitan New York trade were 
in attendance, as well as a record grouping of out-of- 
towners. The affair, which initiated at the sug- 
gestion of former membership committee chairman Louis 
Furth continues to bring about the effect which was de- 
sired at the time outings began three years ago. Furth’s 
idea was to bring the trade together at these annual meet- 


was 


ings in order to show invited guests the advantages that 
would accrue to them with membership in ASTA. 


Cinnamon consumption 
reaches new heights 


A comparison of cinnamon import figures for the year 
1959, and those for twenty-five years ago, are an indi- 
cation of the increasing demand for cinnamon in the 
United States. The comparison shows that not only has 
total tonnage gained, but that it has risen at an even 


greater rate than has the overall population. Indications 
are that while a pound of cinnamon (including cassia 
and Ceylon cinnamon) was adequate for 14 persons at 
the consumption rate in the mid-1930's it had risen to a 
point where today one pound satisfies only 11 persons 
when we compare imports with population. 


ASTA starts round 
of fall meetings 


The first of the series of meetings of the American 
Spice Trade Association’s committees, sections, and baords, 
scheduled for the winter months was held by the publicity 
committee on September 13. Chairman Tom Burns, and 
the committee, made plans for future meetings which are 
expected to further the association’s public relation’s pro- 
gram. It is confidently expected that the publicity to be 
undertaken this year will be one of the most aggressive 
campaigns in many years. This is in line with the Asso- 
ciation’s continuing policy of attempting to increase bulk 
and consumer demands for spices. The initial publicity 
meeting will be followed by meetings of the executive 
committee of the brokers and agents section, the board 
of directors, and other sections and committees, during 
the period just ahead. 


Brewing Institute announces 
availibility of new films 


The Coffee Brewing Institute has announced that two 
new coffee brewing films are available for distribution. 
Both pictures, one 1314 minutes in length, and the other 
41/4, minutes, are offered in color and black and white. 
The longer of the two films is entitled “This is Coffee,” 
the shorter, “The Secret of Good Coffee.’ Both stress 
the basic steps necessary in the preparation for good 
cottee. 

The films, according to CBI's president, E. G. Laugh- 
ery, are particularly well suited for public service show- 
ings on television. Effective use is also predicted in 
home economics classes, and before women’s clubs, and 
other similar organizations. 

Prints of the films are available for purchase and may 
be obtained for inspection, on a short time loan basis, 
on application to the Coffee Brewing Institute, 120 Wall 


St., New York, N. Y. 
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Package marking bill goes 
“down for the count” 


The package marking bill, so vigorously condemned 
by all segments of our industry, has been voted by Presi- 
dent Eisenhower. As written, the bill would have pro- 
vided that imported articles packaged in containers, now 
required by present laws to be marked with the country 
of origin, would have to be similarly marked if repack- 
aged. Objections to the law were voiced by the Na- 
tional Coffee Association, the Tea Council of the United 
States, and the American Spice Trade Association. All 
condemned the hardships that such a bill would bring 
to the various trades represented. Association members 
were requested to write their Washington representatives, 
t the time, protesting the bill. Apparently this action 
had its effect on the veto action of the President. 


Eisenhower, in vetoing the bill, indicated that it ran 
counter to a major foreign policy aim, namely, the reduc- 
tion of unnecessary trade barriers. In short, if passed, 
the bill would have been a hardship not only to the trade 
in this country, but to the foreign producers of the par- 
ticular commodity concerned. 


DMF Staples for windy days... 


Hurricane “Donna” helped make sales for 
Miami supermarkets this month. In an effort to 
be prepared, consumers stocked up with non-spoil- 
ing foodstuffs. Canned goods placed first, with 
coffee one of the prime favorites. 


Decafe consumers offered 
“money-back” guarantee 


Latest marketing approach to woo consumers is the 
offer by the Nestle Company, of White Plains, N. Y., 
of a “guaranteee” to purchasers of Decaf instant coffeee. 
The refund of full purchase price is offered to thosee 
who, after drinking Decaf, feel that they can detect a 
difference between the product and the brand of coffee 


they have been used to drinking. 


The Decaf guarantee is being promoted via in-store 


shelf talkers and banners displayed with the product. 
The banner says “we defy you to tell the difference.” 
The shelf talker carries the message, “your guarantee 
on Decaf—the dreamiest coffeee,” has tear-off sheets 
that explain the offer. The in-store promotion is sup- 
ported by the product's television advertising. Accord- 
ing to company spokesmen the “guaranteee” is unique 
in terms of food merchandising. 


Instant Yuban hits 
the Midwest area 


Instant Yuban has been introduced to the Midwest 
area, east of the Mississippi River. The marketing move 
west follows a period of fifteen months of successful 
market testing of the product in the area, according to 
company spokesmen. Strong local advertising support 
of the product through newspapers, week-end newspaper 
supplements, and television stations, in the area, is planned 
by General Foods. The advertising theme will stress the 
richest coffee’’ theme. Introduction 
‘s planned for the 


familiar “world’s 


of the product in additional areas 
future. 
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-| paper color cam- 
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arts Private Blend 
was published 
September 15. 
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New York News 


@ ® Sparked by the enormous re- 
cent growth of interest in automatic 
merchandising, and the industry's 
future potential, the Institute of 
Food Technologists is devoting its 
meeting of November 16 in New 
York to a four-part panel presen- 
tation on “Vending Food and Bev- 
erages—A Challenge to the Food 
Technologist.” Featured at the 
meeting will be a section on de- 
velopment in equipment for vend- 
ing, processing and packaging of 
goods and beverages for vending, 
and operation ot machines. Equip- 
ment discussion will be handled by 
a representative of the Vendo Co., 
food and beverage processing and 
packaging by Dr. Stanley Segall of 
Rudd-Melikian. Dr. Daniel Mel- 
nick of the Best Foods Co., Bay- 
onne, N. J. is handling reservations. 
88 One of the founders of the 
National Restaurant Association, 
Guy Gundaker, passed away in 
Philadelphia on August 28. One ot 
Guy Gundaker’s major contribu- 
tions was the writing of the Stan- 
dards of Business Practice for the 
restaurant industry which was 
adopted as their code. 

@ Thomas Butler, president 
and chief executive officer of the 
Grand Union Co., will be the guest 
of honor at the annual dinner of 
the food industry, for the benefit 
of the National Conference of 
Christians and Jews to be held Oc- 
tober 10, at New York's Waldorf- 
Astoria. 


The Green Coffee Association 
of New York has nominated the 
following for election as officers: 
President, H. F, Baerwald;  vice- 
president, G. M. McEvoy; Treasur- 
er, J. G. Cargill; Directors, C. J. 
Hughes, J. E. Burt, J. M. Clark, 


John Heuman, Charles Leister, J. 
M. O’Brien, R. A. Sutherland. Vot- 
ing for officers and committee 
members will take place at the as- 
sociations annual meeting Septem- 
ber 13, 1960. 

Thomas J. Lipton has an- 
nounced that Dr. Eugene N. Bilen- 
ker has joined the research quality 
control group at the company. Dr. 
Bilenker was formerly associated 
with the Maxwell House Coffee 
division of General Food’s research 
department, where he worked on 
new process development. 

Cecilware-Commodore has an- 
nounced movement of factory and 
office facilities to its own newly 
erected building at 43-05 20th Ave., 
Long Island City. According to 
Louis Kaplan, Cecilware president, 
the new facility will provide for 
greatly accelerated production and 
development of new products. 

@ 8 John J. Geary, a veteran in the 
tea trade retired this month. 
Geary’s career in the trade started 
71 vears ago as an office boy with 
John Emmon’s and Co., then lo- 
cated on present day Water St. A 
later connection took him to the 
firm of E. M. Osborne, and from 
there to Carter, Macy, where he 
has remained as a salesman until 
the present day. Geary’s vivid rec- 


Old timers in the tea trade will recognize John Geary, in the 
picture above. Geary, active in the trade for seventy-one years, 
announced his retirement this month. 
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olections of the area encompass the 
day of the clipper ship on the 
waterfront, and such old firms as 
Osborn & Lindsey. The Anglo- 
American Tea Co., Merritt and 
Robinson, Hamilton - Cholwell, and 
others which have passed from the 
scene or been absorbed by other 
organizations. John goes into well 
deserved retirement at 403 St. 
John’s Place, Brooklyn. 


The United States Trade Mis- 
sion to Brazil, reported to Ameri- 
can business at the World Affair’s 
Center of the U.N. in New York, 
September 15. The report of the 
Mission on Brazilian opportunities 
for American businessmen is avail- 
able on request to the Trade Mis- 
sions Division of the Department 
of Commerce, Washington, D. C. 


@ @ Sylvan L. Stix, former board 
chairman and president of Seeman 
Brothers, Inc., died at the age of 
89 at his home in Elmsford, N. Y. 


Chock Full O'Nuts’ directors 
recommended a 4-for-1 stock split 
in late August. The board also in- 
dicated that it intended to raise the 
annual dividend to 40 cents on the 
split shares. The split is subject to 
the approval of stockholders at the 
annual meeting of the corporation 
to be held November 3. The an- 
nouncement boosted the value of 
the corporation’s stock to a new 
high on the New York Stock Ex- 
change. 

@e The American Spice Trade 
Association held its third outing 
for the trade, including members, 
their wives and guests, at the Dell- 
wood Country Club in New City, 
New York, on September 14. Di- 
rector Karl Landes again served as 
the Club host to assembled ASTA 
members and their guests. 


es 8 William H. Lee, fifty-two year 
veteran of the coffee industry died 
last month at the age of 68 years 
Mr. Lee was a former president of 
the Green Coffee Association, and 
had been on the board of managers 
of the New York Coffee and Sugar 
Exchange. 

Before the formation of his own 
concern, Lee had been a_ professional 
coffee taster, and a member of the 
firm of Arbuckle Brothers. He had 
also been an associate of Leon Israel 
and Brothers, Inc. 
ae W. B. Willems, general man- 
ager of the Zanzibar Clove Grow- 
er’s Association was a visitor in the 
New York area in August. Willems 
called on members of the tade, 
ASTA offices, and the association’s 
public relations agency. 
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San Francisco Briefs 


@ @ The Federal Maritime Board ap- 
proved a request by three West Coast 
Steamship companies to negotiate an 
agreement to pool their trans-Pacific 
freighter operation. The companies are 
American President Lines and Pacific 
Far East Line of San Francisco and 
American Mail Line of Seattle. In dis- 
closing the Maritime Board’s approval, 
Ralph K. Davies, APL’s board chairman, 
emphasized that no merger of the com- 
panies is planned. However, it was 
learned from other sources consideration 
is being given the consolidation of offices 
and marine facilities and to co-ordinate 
sailings 


@ ®@ Art Mack, Haas Bros., has returned 
to his desk after a period of convalescing 


at a San Francisco hospital 


8 Jack Leach, Western Representa- 
tive Coffee Brewing Institute, reports 
that starting in late August and during 
September he will be conducting brewing 
demonstrations for the Army and Air 
Force in the entire western section of the 
U. S. Brewing instructions will be given 
to Officers in charge and managers of 
all Army and Air Force Exchanges. The 
Brewing Institute and Jack have worked 
diligently to obtain permission to demon- 
strate before these service groups. The 
purpose for the demonstrations is to in- 
form and instruct the Exchanges to brew 
their coffee properly at 214 gallons to 
the pound 


8 ®8 Vacationing in the Bay Area with 
friends in the coffee trade and relatives 
were Mr. and Mrs. Alan McKay, Well 
man Peck Co., Los Angeles and Carl 
Cory, Standard Brands, New York 


@ 8 Ship movements in and out of the 
Golden Gate during July totalled 897, the 
second highest monthly total (after May 
of this year) in the past six years, the 
Marine Exchange reported. The 444 
ships that called here during the month 
topped by 29, or nearly one ship per 
day, the monthly average for the first 
half of 1960, Net tonnage, while 6 per- 
cent below May, was 4 per cent higher 
than the first half average. Forty-two 
percent of the ships entering the Golden 


Gate last month were foreign-flag ves- 


sels 


Norman Johnson, E. A. Johnson 


Co., has returned to his desk from a busi- 
ness trip to Central and South America. 


@ @ A dispute over cargo handling that 
began when longshoremen refused to un- 
load the freighter Hawaiian Citizen has 
idled the Los \ngeles-Long Beach docks. 
Matson has since diverted all ships to 
other ports to avoid possible incidents 
or delays. The Hawaiian Citizen, mean- 
while, still fully loaded, arrived in Ala- 
meda where longshoremen began routine 
unloading operations. 

spokesman for the International 
Longshoremen’s and  Warehousemen’s 
Union here explained that the cargo 
handling was strictly a “local matter” in 
Los Angeles. In Los Angeles, com- 
missioners of the tied up harbors threat- 
ened to seek Congressional action to end 
the dispute Lloyd Menvig, president of 
the Los Angeles Harbor Commission, 
said 19 ships have been diverted to other 
West Coast ports because of the work 
stoppage. Matson freighters are the pri- 
mary carriers of coffee cargo to the 
West Coast. It is expected cargo-hand- 
ling difficulties will be settled before 
first shipments of coffee start arriving 
later this month 


@ @ Personnel changes at Canco Divi- 
sion of American Can Company in San 
Francisco finds Alexander “Sandy” 
Black, Western area sales manager, ap- 
pointed national manager of Canco’s 
marketing, advertising sales pro- 
motion at company headquarters in New 
York. Appointed to fulfill Black's va- 
caney, according to Robert C. Stolk, vice 
president, will be Fenton J. Dowling, a 
30-year veteran with Canco. Dowling has 
been in charge of the division’s marketing 
program in New York 


Mr. and Mrs. Joseph Bransten, 
MJB, have returned from a very enjoy- 
able two months vacation in Europe. We 
understand Joe’s birthday was celebrated 
in Vienna while on tour. Being an avid 
art collector, Joe found several fine 
pieces of sculpture and paintings to add 
to his already fine collection 


Kd Perry, Boyd Coffee Co., Port- 
land, Oregon, spent a few days in San 
Francisco recently visiting friends in the 
coffee industry. 


@ @ Word has been received of the mar- 
riage of Patricia Bransten, daughter of 


Mr. and Mrs. Ed Bransten, to Mr. Ed- 
win Berkowitz of Guatemala City, Guate- 
mala. The newlyweds plan on taking up 
residence in Nicaragua. 


@@ The Los Angeles Times Merchan- 
diser carried the following headline after 
the recent national coffee price reduction, 
“Coffee Price Drop May Stimulate Con- 
sumption.” The article states the drop 
in coffee prices of two cents per pound 
may stimulate consumer buying during 
this period of the year when coffee sales 
are normally at their lowest. 


The Schilling Division of MeCor- 
mick & Co., the west's oldest and largest 
spice firm, has announced the appoint- 
ment of Cappel, Per and Reid, Inc., as 
its advertising agency. Products being 
transferred to the new agency include the 
Schilling line of spices, coffee, and the 
new line of foil packed foods. The Schil- 
ling division covers 24 western. states, 
Hawaii and Alaska 


New Orleans Notes 


@ Supermarket chains are promoting 
their private brands, local coffees and 
national brands here. A. & P. is ad- 
vertising its Eight O’Clock coffee at 55- 
cents for the one-pound bag and $1.59 
for the three pound bag. Their Red 
Circle coffee is priced at 59-cents for the 
one pound bag and $1.71 for the three 
pound bag. Bokar Coffee is advertised 
at 63-cents for the one pound bag and 
$1.83 for the three pound bag. The Na- 
tional Tea offer of Chase and Sanborn, 
drip or regular, 10-cents off on the two- 
pound can at $1.35 was also accompanied 
by a seven-cents off on Borden's Instant 
Coffee, the five-oz. jar at 80-cents 
Piggly Wiggly promoted the local French 
Market Coffee and Chicory at 65-cents 
for the one pound bag and 33-cents for 
the two ounce jar of instant French 
Market coffee and chicory blend 


@ @ Mr. and Mrs. Glendy Munson are 
receiving congratulations on the birth 
of a young daughter. He is with La- 
faye and Arnaud. 


® @ Eleven teams of the Green Coffee 
Bowling League will begin the 1960 
season, 


8 8 Major General Macintosh and 
Colonel Holeman of the United States 
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Army were business visitors in New 
Orleans recently where they called at 
the offices of Hanemann and Cum- 


mings and conferred with Albert 
Hanemann, chairman of the Army 
Coftee Advisory Committee. 

Robert Williams of Volkart 


Brothers has returned from vacation. 
Fliovd Keen has joined the Com- 
iskey Company. He was until recently 


with Hanemann and Cummings. 


@ ® Kyle S. Hamblen, Jr., Ass’t. Traf- 
fic Mer., Gulf and South American 
Steamship Company; George H. Har- 
zog, Mer., European Division Texas 
Transport and Terminal Co., Inc.; and 
W. Kimbrough, Jr., Publicity As- 
sistant, Port of New 
members of the International House. 


Orleans are new 


Local brands of coffee were pro- 
moted by local stores here for Labor 
Day The Bell supermarkets adver- 
tised French Market Coffee and Chic- 
ory at #4-cents for the pound bag and 
the instant French Market coffee at 
58-cents for the 4-oz. jar. For the 
grand opening of Ernst’s Food Center, 
Cottee and Chicory was 

39-cents for the one 
pound bag. The U. S. Food Stores 
promoted R-T coffee and chicory at 
#9-cents for the one pound bag and 
Morning Treat coffee with chicory at 


Super Store 


advertised at 


the same price 

International House. received 
word from London that a former Di- 
rector of Werld Trade Development 
Department of International House, 
Sawicki, died during an emer- 
gency operation for a ruptured blood 
vessel last week in a London hospital. 
Mr. Sawicki, who was a _ native of 
Poland, and an American citizen for 
about 40 years, was employed by In- 
ternational House from 1948 until his 
retirement on pension in April of 1957. 
For a time after that he was Director 
of the Foreign Policy Association in 
New Orleans. About two 
he moved to England to live with rela- 
tives, and 18 months ago suffered the 
amputation of a leg. He was in touch 
with the 40th International House 
Trade and Travel Mission when it 
passed through London in May of this 
year, and planned to return to New 


George 


years ago 


He was 68 years 


Orleans next year. 


old, 


@ @ Friends here have heard from Rob- 
ert Monrig that after two years as Del- 
ta Line’s agent in Africa, he is returning 
via Paris, London, Puerto Rico, New 
York and Boston. 

es 8 Mr. and Mrs. George W. Dodge, 
vice president of the American Coffee 


Company, have returned from a_vaca- 
tion at Ponte Vedra, Florida. 
Tom Buckley, Buckley For- 


stall, has returned from a business trip 
to Florida and the Southeast. 


# s The Green Coffee Bowling League 
held a pre-season meeting here recently. 
Carl West, Standard Brands, president ; 
Tom Buckley, vice-president ; and Rodney 
Abele, Leon Israel and Bros., Inc., pre- 
sided. 


@ es William Morgan, New Orleans 
Board of Trade, and family have just re- 
iurned from their vacation at the Gulf 
Hills Dude Ranch, 


@ @ David Kattan has returned from 


a business trip to Honduras. 


@ @ Mr. and Mrs. W. H. Kunz of W. 
H. Kunz and Co., Ine., are making an 
extended business and pleasure visit on 
the West Coast 


eeG. T. Gernon of Ruffner, Me- 
Dowell and Burch, and family have re- 
turned from a vacation at Gulf Hills 
Dude Ranch. 


@ @ Albert Schaef and family are back 
in New Orleans following their vaca- 


tion. 


@ 8 Mr. and Mrs, Robert Williams and 
family have returned from a vacation trip 
to North Carolina. He is with Volkart 
Brothers, Inc. 

8 @ Hugh Mitchell of Westfeldt Bros., 
and his family have returned from a va- 
cation on the Mississipp1 Gulf Coast, 


George Westfeldt, ot West- 
feldt Bros. has returned from a vacation 
at Silver Beach, Florida, with his family. 


Minas Gerais, 
Carvalho, Pern- 
de Men- 


@ Urias P. Botelho, 
Brazil; Socrates T. de 
ambuco, Brazil; Hulolino G. F. 


donea, Rio de Janeiro; Marcio P. Men- 
iconi, Minas Gerais; and Carlos de D. 
Quadros, Rio Grande do Sul, Brazil 
visited the International Trade Mart here 
recently. 


Chicago Doings 


@ 8 The proposed rail rate hikes be- 
ing developed for presentation to the 
Interstate Commerce Commission by 
the nation’s railroads aren't causing 
costernation among coffee company of- 
ficials here, 

Most roasters here get 
truck. Also, the 
amount to less than one-half cent a 
pound, a cost figure which several cof- 
fee company officials here believe can 
be absorbed for some months before 
definite effect on 


The reasons: 


deliveries by rates 


showing a gross 
profits. 

An off-setting factor, however, is the 
belief that as rail rates rise, truck rates 
will do the same to follow the com- 
petitive patterns of rail-truck pricings. 

Companies which have a piggy-back 
shipments of coffee arriving here will 
be subject to same 
proportions as on other freight. 


increases in the 


The strike against the Pennsylvania 
Railroad has already some 
coffee companies here which used this 
road for shipments from New York. 
These firms are planning to have car- 
shifted to other railroads or to 
trucking lines. 

While the freight situation is not of 
grave concern to coffee company offi- 
cials by itself, they are becoming ap- 
prehensive over this increased cost 
factor plus Brazilian growers 
talking price increases of one-half to 
three-quarters of a cent per pound. 


affected 


goes 


coffee 


Officials here are uncertain if the 
move is just talk or will be backed up 
by grower storage and quota moves 
to solidify the higher price demands. 


The situation is in a state of flux, 
these officials believe, but add_ that 
they don't think the increases will 
stick. 


On the heels of the recent two cents 
per pound institutional price 
drop to customers here, these officials 
indicated that if the freight and Bra- 
zilian hikes did go through, the addi- 
tional expenses would be absorbed by 
roasters. 
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Eventually, they admit, the increases 
would be reflected sales price 
boosts. 

One coffee company official said his 
firm would go along with slightly re- 
duced profit margins for a period of 
time before surrendering to economics 
and raising its selling price. 


@® ® Brokers here indicate that fall 
order placing is a little behind a year 
ago, although picking up in volume. 
They are uncertain what is causing 
the order slack-off, but rule out the 
freight situation as a reason. 
#8 Lipton Tea used a “one-free” 
deal, pegged as a “get acquainted” 
offer to plug its instant tea here. The 
company refunds customers the price 
of one jar of its instant tea upon re- 
ceipt of the inner seals from two jars 
of the Lipton product. The instant 
Lipton product can be dissolved in 
cold tap water. 


8 ® Continental Coffee Co. recently 
honored one of its oldest customers, a 
Gary, Ind. restaurant which has been 
buying from Continental for the past 
40 vears. 

Continental board chairman Jacob 
Cohn presented a special plaque to 
Marin and Katie Donoff commemorat- 
ing 40 years that the Donoff’s Coney 
Island Sandwich Shop has bought cof- 
fee from the large roaster. 

“We hope that in 
measure the plaque 
gratitude for the continued confidence 
of one of our oldest customers,” said 
Mr. Cohn, 


small 
expresses our 


some 


@ @ Hills Coffee Co. has 
switched its approach for extending a 
coffee urn deal to clubs, churches, 
lodges, granges, schools, fire depart- 
ments and other non-profit organiza- 
tions, 


Bros. 


The San Francisco headquarters firm 
now is using pull-off shelf-talkers in 
supermarkets and other food 
here to promote the offer. It previous- 
lv had sent application forms on the 
deal to various non-profit groups here. 

Three urn sizes are available for 
unwinding bands from ground coffee 
and jar labels from the firm’s instant 
ffee. Sizes are 30 cup, 55 cup, and 
5 cup brewers. The urns are West 


stores 


ae 
Bend fully automatic percolators. 


@ @ A test law suit seeking to broad- 
en the Illinois retail tax exempt sales 
provision to include sales made to the 
Federal Government has been filed in 
U. S. District Court here by the Fed- 
eral Government and Olin Mathieson 
Chemical Co. 

The suit attacks that portion of the 
Illinois state tax laws which exempts 
firms from paying a state tax on sales 
to the federal government. 

\ Federal Court Judge has issued a 
temporary injunction restraining col- 
lection of the Illinois sales tax on 
items sold to the Federal 
ment. 

Hearing by a three judge panel for 


62 


Govern- 


a permanent injunction will be held 
Oct. 6. 

The plaintiffs argued in their com- 
plaint that state sales tax collection on 
goods sold to the government and its 
agens violates a provision of the U. S. 
Constitution banning taxing of the 
Federal Government by the states. 


@ @ Allied Vending Co. here has pur- 
chased the assets of Industrial Hot 
Coffee Service here, according to Al- 
lied president William B, Garrett. Pur- 
chase price was not known. The sub- 
sidiary firm will operate as an Allied 
division. 


@ @ As summer moved to a close, cot- 
fee continued to be a top supermarket 
merchandising item for some operators 
here. 

Among some of the deals being of- 
fered here were a 99 cent sale on the 
two pound size of Folger’s coffee by 
Eagle Food Centers and a 79 cent sale 
on the two-pound size of Manor House 
coffee by the Pick-n-Save supermar- 
kets. The Pick-N-Save deal offered 
the price with the purchase of $5 or 
more of product, excluding cigarettes. 

National Tea Co. was offering a 
special price on the two pound size 
of Folger’s and the food chain’s own 
private label Natco coffee. National 
was selling either brand for $1.25 in 
the two pound sizes. 

Kroger was offering its 
newspaper coupons good tor 100 free 
Top Value trading stamps with the 
purchase of a 12 ounce jar of the 
chain's private label instant Spotlight 


patrons 


coffee. 

A&P was pegging its approach 
around the picnic theme. Newspaper 
ads plugged A & P coffee brands thus- 
ly, “Flavor As Big As All Outdoors 

Iced or Hot.” 

Other supermarkets here were carry- 
ing one pound sizes of national brand 
coffees at prices ranging from 63 to 69 


cents. 


a @ How important is quality control 
in private label acceptance? It’s es- 
sential, according to an executive of 
a private label organization 
which serves 27 local chains and two 


buying 


Pennsylvania wholesalers. 

Bernard Goldman, division manager 
ot processed foods for Topco Asso- 
ciates made his point at the annual 
convention of Plee-Zing, Inc., a buy- 
ing group similar to Topco. 

To prove his belief that if the qual- 
ity is good, private labels can capture 
a good share of market sales, Mr. 
Goodman cited a study of coffee sales 
in five major Chicago supermarket 
chains which revealed that private 
brands had cornered 40 percent of the 


sales here. 


Consolidated Food Corp, profits 
for the fiscal year ended June 23 
zipped up 23 percent. Net earnings 
were $7,170,309 as compared with $5,- 
837,937 a year ago. Sales rose 18 
percent to $424,888,784 from $358,621,- 


GOFFEE &@ THEA 


INDUSTRIES 


245 in fiscal 1959. 

Sales of Jewel Tea Co. for the four 
weeks ended Aug. 13 rose 2.3 percent 
to $35,133,608 as contrasted with vol- 
ume of $34,354,511. Sales for the 32 
week period ended Aug. 13. totaled 
$286,472,867, a boost of 2.3 percent 
over the $280,156,650 mark of a year 
ago. 


@ First 1960 CBI Golden Cup 
Award in the Chicago area has been 
presented to Devon Randl's Restaurant 
which is supplied by Superior Tea and 
Coffee Company. The award winning 
restaurant will feature a year-long 
promotion on the Golden Cup Award 
with waitresses wearing “Try Our 
Golden Cup of Coffee” buttons, table 
tents pointing out that Randl’s has 
received the award, and a special win- 
dow display illustrating the high qual- 
ity green coffees that are blended into 
the final product, plus Randl’s Golden 
Cup recipe and award. Couples cele- 
brating their golden anniversary dur- 
ing the year will be invited for a 
complimentary dinner. 


@ @ In executive appointments, Con- 
tinental Coffee Co. named Allen Rot- 
man to the new post of Seattle 
(Wash.) city sales coordinator of the 
Royal Corona Coffee Co., a Continen- 
tal division. 

Samuel Daitch was named Detroit 
district sales manager for Continental. 
A former Continental employee, Mr. 
Daitch left the firm to head up his 
own coffee urn manufacturing com- 
pany. rejoined Continental in 
April, 1959, 


® 8 Continental is offering two new 
booklets to the trade. One is a 12 
detailing behind-the- 
scenes activity in a modern coffee 
processing plant. It is titled, “What 
Goes On Here?” It covers bean pur- 
chasing, testing, and production. 

The other publication is a 
Modernization Check list, designed to 
aid restaurant owners in evaluating if 
their operations measure up to. the 
image they desire to project to the 
consuming public. 

The checklist is written by Nelson 
\. Miller, Chief, Marketing Intell 
gence Division, U. S. Department of 
Commerce, for the Small Business Ad 


page edition 


Store 


ministration, 

Areas covered include fixtures, light- 
ing, equipment and lay-out, as well as 
“why and hows of modernization.” 

Booklets are available from Conti- 
nental Coffee Company, 2550 N. Cly- 
bourn, Chicago 


Food serving apparently is be- 
coming more mobile. A Chicago res- 
taurant chain, Pixley & Ehlers, has 
set up a franchising service whereby 
interested parties can operate cafeterias 
on wheels for industrial and office 
worker feeding. The units can feed 
up to 350 persons per hour, according 
to reports from Pixley president Walter 
Goodman. 
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Butter-Nut markets coffee 
in a modern dress 


Butter-Nut Foods, Co., of Omaha, has come up with 
something new, and stylish, in the way of coffee con- 
tainers. For some time the revolutionary new package 
for the company’s instant blend has been making sales, 
creating considerable trade interest, and stirring up en- 
thusiastic consumer comment. Readers of Coffee and 
Tea Industries will be interested in the advertisement il- 
lustrating the new container which will be found on page 
six of this issue. 

Called the “Instant Butter-Nut Continental Carafe 
Coffee Container” the new glass jar employs a modern 
carafe design with a cylindrical base tapering to a narrow 
neck. The new container was test marketed during the 
past summer in the San Diego and Los Angeles areas and 
the company reports that enthusiastic consumer accep- 
tance was immediate and conclusive. 


Pictured here is the 
container that But- 
ternut Foods is 
proudly referring to 
as, first new 
package for coffee 
to appear on the 
market. The highly 
styled, reusable con- 
tainer is being pro- 
duced for the com- 
pany by the Owens- 
Illinois Glass Co. 


division of Paxton and 
mitiate a new package for 


Butter-Nut Foods Co., a 
Gallagher, first decided to 
their product as a means of more effective merchandis- 
ing. Convinced that the conventional glass container 
left much to be desired, outside designers were asked to 
submit designs for a container which would be pleasing 
to the eye, distinctive in shape, and which would carry 
an instant association with a quality coffee. The carafe 
was chosen as the most logical shape, the one most 
capable of meeting company specifications. The initial 
market test proved that the choice was a correct one, with 
over 80 percent of the consumers questioned showing a 
preference for the new container. Typical of comments 
were, “It’s modern, different, easy to pick up and hold, 
and has reuse value.” 

The company will build its future advertising campaign 
around the slogan, “The World's Finest Coffee in the 
World’s Finest Container.” 


SEPTEMBER; 


Unfortunately for other members of the coffee in- 
dustry, and as a result of the enthusiastic response on the 
part of consumers, the company has taken steps to regis- 
ter the design as its trademark. Already in distribution in 
the San Diego area, the ‘new container” will be intro- 
duced into other west coast marketing areas “as time 
permits.” Meantime Butter-Nut has gone into expanded 
production of the container, and is making extensive 
plans for broadening distribution. Owens-Illinois Glass 
Company is producing the container for Butter-Nut. 


Africans present terms 
for joining coffee pact 


The African coffee producing nations have announced 
the terms under which they would consider ratification of 
the International Coffee Agreement. A spokesman for 
the Ivory Coast Republic, one of the former French pos- 
sessions, set forth the terms at meetings held this month 
in Paris. 

George Monnet, Minister of Agriculture of the Ivory 
Coast Republic, indicated that while he was speaking only 
for franc zone countries, it is probable that other African 
producers will seek similar conditions as a prerequisite to 
joining the Agreement. Speaking before a press conference 
in Paris Monnet indicated that the following conditions 
should prevail. 

First, the drafting of a long-term coffee agreement for 
the stabilization of coffee prices instead of the current one- 
year agreement. Secondly, a commitment by the internation- 
al organization to the effect that efforts would be made by 
that group to assist African countries in their efforts to 
sabilize the Robusta coffee market. Third, a commitment 
by Latin American producing countries not to fight against 
Robustas by selling below the minimum levels, or other 
unfair practices. Finally, a financial contribution by the 
International Coffee Agreement for the financing of 
carry-over stock. 

Regarding the conditions drafted, Monnet went on to 
state that he thought it likely the International Coffee 
Agreement would accept the first three. He based his con- 
clusions on the fact that members of the recent ICA mission 
to Africa had lately expressed their agreement with these 
views. The expressed belief is that the ICA will be as liberal 
as possible in an effort to keep the Ivory Coast in the 


agreement, and to encourage other African coffee producing 
nations to join the pact. 


All segments of the producing nations would benefit 
from African cooperation, it was pointed out. The Latin 
American producers would gain particularly in the effort 
to stabilize international prices, and achieve a more even 
marketing platform. 

The London Financial Times, in an editorial dealing with 
the possible formation of a Pan-African coffee group de- 
signed to end the decline in Robustas price structure stated 
that these countries should set their own ranks. It becomes 
clear, The Times stated, that quotas which African countries 
are presently observing under the ICA have had little effect 
in maintaining prices in the face of Brazilian competition. 
A more useful purpose might be served, the editorial added, 
by agreeing to a minimum price, varying according te qual- 
ity, for all the Robustas coffee being produced in Africa. 
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RATES 


3"—$15 4"—$18 


Situations Wanted: 20¢ per word $2 min. 


1"—$7.50 2"—$Il 


Equipment to buy? 
Equipment to sell? 
Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 


EQUIPMENT FOR SALE 
Six cylinder Jabez Burns coffee sample 
roaster with stainless steel hood, two 
motors with chaff collector and blower. 
So quiet you can sleep next to it. Ex- 
cellent condition. Price $550.00 
Box 19 
c/o Coffee & Tea Industries 
106 Water Street 
New York 5, N. Y. 


WANTED 
Used Tea mixer, capacity 1000 Ibs., com 
plete with motor, outlet fan, cyclone ets 
Box No. 30 


c/o Coffee & Tea Industries 
106 Water Street 
New York 5, N. Y. 


ARE YOU CERTAIN that key 
personnel in your organization will 
have copies of Coffee and Tea In- 
dustries for their own use. If these 
men can save you time and effort 
by using the information contained 
in this magazine (it’s our bet that 
they can) then you have saved 
money by subscribing in their name. 
Why not do it now? 


FILL OUT THE COUPON BELOW. 


WE WILL BILL YOU LATER IF YOU 
PREFER... 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET 
NEW YORK 5, N. Y. 


States. 
CU I Yr. $5.00 [] 2 Yr. $8.00 


[) 3 Yr. $10.00 


[-] Check or Money Order Enclosed 
Bill Me Later 
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Glasberg Co., Ss A 39 
Goodyear Tire & Rubber Co 1 
Gulf & South American SS Co. .. 48 
Gump Co., B. F. 19 
Hall & Loudon 58 
Ireland Inc., B. C ‘ 60 
Irwin-Harrisons-Whitney Inc. 
Israel & Bros., Leon 35 
Israel Commodity Co., Inc 24 
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Jackson & Son, Inc., S. ........ 48 
Johnson & Co., E. A. Sia 60 
Junta de Exportacao de Cafe 2 
Kontos & Co 
Mackey & Co., Cc. A. 27 
McCauley & Co., Inc., Edward P. 39 
Mississippi Shipping Co. 47 
Moller Steamship Co., Inc. . . i9 
Moore-McCormack Lines, Inc. 29 


National Federation of 
Coffee Growers of 
Colombia Inside Front Cover 


Nedlloyd Line 51 
Nestle Co., The 29 
Nopal Line i4 
Orchids of Hawaii, Inc 37 
Pan American Coffee Bureau 17 
Phyfe & Co., James W. 19 
Ransohoff Co., Inc., A. L 49 
Reamer, Turner & Co 49 
Schonbrunn & Co., S. A 37 
Singhofen & Co., In 39 
Soares Co., J. N ; 39 
Stockard Steamship Corp 50 
Tea Council of USA Inc 8.9 
Thomson, Inc., Henry P il 
Torm Lines 52 
United Fruit Co 16 
Volkart Bros., 

Inc Outside Bac k Covet 
Weddle Tea Co 16 


| 106 Water St. 


“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 


size. 
only $3.00 


Coffee & Tea Industries 
New York 5, N. Y. 


Spices: by JOS. K. JANK 


THEIR BOTANICAL ORIGIN 


THEIR COMMERCIAL USE 


Price $3.00 


106 Water Street 


THEIR CHEMICAL COMPOSITION 


Write The Spice Mill Book Department 
New York 5, N. Y. 
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skilled hand 
brings out 
the best 
in tea 


lt has been our aim for over twenty years to bring you the finest in tea bag paper. 


Ask Aldine... 


ALDINE PAPER CO., INC. 


Distributor 
535 Fifth Ave., New York 17, N.Y. 


C.H. DEXTER & SONS, INC. 


Manufacturer 
Windsor Locks, Connecticut 
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NELO 


OFFEE OFFICES AND REPRESENTATIVES 
IN THE PRINCIPAL PRODUCING AREAS 


VOLKART BROS., INC. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 Cable: "VOLKART" 


. 
r (VO LKART ) THROUGH THE YEARS A DEPENDABLE MARK 
( 4 4 AF 
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